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ABSTRACT
Nonprofit Public Relationships on Social Media:
The Public's Perspective
Brooke Lauren Smith
School of Communications, BYU
Master of Arts
This work explores the effect of social media on expectations held by nonprofit publics as
they seek to build and maintain relationships with nonprofit organizations (NPOs) in the context
of expectancy violation theory, social capital, and the situational theory of publics. Semistructured interviews were conducted with 14 individuals who follow a nonprofit on social media
to understand the public perspective on nonprofit organizations’ relationship building and
maintaining behaviors on social media. The study found that nonprofit publics do have specific
expectations for how NPOs should build and maintain relationships on social media (i.e., highquality posts, level of interaction being limited to likes on social media and interpersonal
interactions, high visibility to prove legitimacy, high transparency, and posts that are positive in
tone). The study also found that nonprofit publics immediately end relationships when these
expectations are violated, but tolerate relationships if these expectations are met. Finally,
nonprofit publics expect to build relationships by interacting in a face-to-face or interpersonal
setting, but also expect to maintain these relationships on social media, shedding light onto the
importance of combining the use of interpersonal and computer-mediated communication.

Keywords: expectancy violation, social capital, situational theory of publics, computer-mediated
communication, interpersonal communication, nonprofit organizations, social media
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Introduction
The advancements made in the digital age for communication methods have affected the
way many individuals in today’s society communicate (Pope, 2016). As society adopted these
advancements, research began to submit that as a result of the digital age, namely the
introduction and popularization of social media, many individuals’ basic habits and routines
changed. For example, social media has become a daily habit for many members of today’s
society and many social media users have been online often enough to develop expectations
when using social media. For instance, a basic expectation of social media users is to
communicate with and connect with other members of society when using these social
networking sites (Vishwanath, 2015). The 2012 Neilson report indicated that this change is
widespread. The report stated that nearly four out of five internet users had access to social
media sites, and many of those who have access to these sites visit them regularly. Since 2012,
social networking sites, or SNSs, seem to have only grown in popularity. A Pew research statistic
(2017) shows that the percentage of U.S. adults using social media has risen from 53% in
February of 2012 to 69% in November of 2016.
As a result of social media becoming an integral part of today’s communication, gaining
an understanding of how SNSs affect consumers, businesses, organizations, and how to best
utilize SNSs for positive and mutually beneficial communication has become paramount. Yaxley
(2012) contended that this adoption of and advancement in social media provides public
relations, as an industry, a unique chance to “evolve in order to apply its existing strengths in
earning coverage...and maintaining corporate reputation” (p.431). This study aims to aid in this
evolution in harnessing the effectiveness of interacting with publics on social media.
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To capitalize on the opportunities that have presented themselves as social media has
grown, organizations must learn what users of these sites expect when communicating online.
While research in this area has developed somewhat for corporations (Doyle & Lee, 2016;
Schlagwein & Hu, 2017; Sconyers, 2017; Sievert & Scholz, 2017; Tseng, 2017), literature
informing how social media has influenced nonprofit (NPO)-public relationships is lacking. This
study aims to begin filling this gap and to gain a better understanding of how relationships are
built now between nonprofits and their nonprofit-publics, what nonprofit-publics expect when
interacting with organizations, specifically on social media, and by exploring whether or not
these expectations affect nonprofit relationships with their nonprofit-publics. This study will
explore these themes in the context of the expectancy violation theory, social capital, and the
situational theory of publics.

Relationships

Related Work

In order to better understand how nonprofit public expectations for NPO conduct on
social media affect relationships between organizations and their publics and how social media
affects the relationship building and maintenance process between NPOs and their nonprofitpublics, the literature surrounding relationships must first be introduced. Recent research
explores these phenomena as it relates to social media, describing the nature of organizationpublic relationships and the importance of engaging publics in two-way communication,
suggesting that social media has an effect on these relationships and revealing the need for more
in depth research on these topics. The literature surrounding the nature of organization-public
relationships and two-way communication gives context to how research surrounding social
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capital, the expectancy violation theory, and the situational theory of publics relates to the effects
of social media on these organization-public relationships.
Organization-Public relationships. To gain a better understanding of the expectations
for interactions and relationships between nonprofits and their nonprofit-publics so they can be
studied, it is important to first examine literature studying general relationships between
organizations and their publics. Ferguson (1984) introduced her review of nine years of public
relations research that suggested a need for a shift in focus from communication management to
building and maintaining relationships in public relations. Ferguson’s (1984) insights turned
public relations scholars’ focus to relationships between organizations and publics, causing this
area of research to expand greatly (Dozier, Grunig, & Grunig, 1995; Grunig & Huang, 200;
Huang, 2001; Ledingham, 2003; Ledingham & Bruning, 1998). These subsequent studies on the
topic of organization-public relationships (OPRs) founded a theoretical foundation for
relationship management which purported that relationships between organizations and publics
exist to benefit both parties in a relationship (Ledingham, 2003; Ledingham & Bruning, 1998;
Ki, Kim, & Ledingham, 2014). Coombs (2000) noted the importance of developing one clear
definition of the term, “relationship” within the context of public relations. He proposed that a
relationship exists when two parties are, “somehow interdependent with one another—they need
one another for some reason,” (p.42). Grunig and Hunt (2000) further defined OPRs by
proposing six main dimensions that make up successful relationships, based on their excellence
study. If relationships between organizations and publics implemented control, mutuality, trust,
relational satisfaction, relational commitment, and goal attainment successfully, then the
relationship could be developed and maintained to the benefit of both parties.

Nonprofit-Public Relationships on Social Media: The Public’s Perspective

4

More recently, Sweetser and Kelleher (2016) commented that organization-public
relationships, or OPRs, are ever-changing as they are varied based on the specific context. The
researchers note that the popularization of digital media has vastly changed OPRs and that it
allows organizations to “establish, maintain, and cultivate relationships with publics on a more
interpersonal level than did traditional media” (p.218). The authors also state that communication
strategies need to be developed between organizations and their publics in order to create and
build relationships with publics. The results of their study suggested that publics expected
organizations to implement the strategies of communicating commitment to their publics and
communicating with a conversational voice when interacting with publics in both traditional and
digital media settings.
Sung and Kim (2014) likewise suggest that organizations have not adapted their
strategies to meet the expectations of their publics when interacting on social media. Results of
the study indicated that many publics of corporate organizations view social media sites as a
private space and have developed expectations of privacy and interpersonal communication
within the sphere of social media. The study found that nonpromotional messaging was more
effective in developing positive relationships with publics on social media. These findings speak
to the importance of understanding specific publics and specific platforms. Still, there is a key
difference between for profit and nonprofit organizations in that nonprofit organizations tend to
promote a meaningful cause evoking a more personal emotion when compared to goods and
services sold by for profit organizations. Therefore, it is useful to further examine research that
sheds light on the nature of nonprofits' relationships with their nonprofit publics.
Nonprofit-Public relationships. Because nonprofit organizations focus less on the sales
of goods and services and more on encouraging support for a worthwhile cause, they tend to
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operate on smaller budgets and with limited staff (Sisson, 2017). Waters and Lord (2009) noted
that the lack of funds and staff members poses a challenge for nonprofit organizations in their
efforts to reach out to their publics and, ultimately, to advocate for the cause they seek to aid in.
The scholars add that the popularization of the internet as a free and public space should be of
great aid to nonprofit organizations, but that the NPOs fail to use these digital resources
effectively.
This is potentially detrimental to such organizations as seeking out like-minded
individuals and then developing positive relationships with such individuals is one of the most
vital factors contributing to the successful advocacy of an issue (Grunig & Grunig, 1991). Sisson
(2017) conducted a quantitative study to examine whether followers of an animal advocacy
nonprofit interacted with the organization online and how social media affected nonprofit-public
relationships. Findings of the study suggested that the majority of donors communicated
regularly with the NPO online through social media. Additionally, the majority of donors felt
they were being heard online and they felt a greater balance in control mutuality after interacting
with the nonprofit online which in turn lead to greater social media interaction with the NPO.
Sisson (2017) further specified that four main behaviors encouraged a greater feeling of control
mutuality in relationships. These behaviors were regularly asking for feedback from followers,
incorporating dialogue into strategies to show they valued users’ comments, actually
implementing suggestions from followers regularly, and providing opportunities for followers to
make decisions. One way NPOs can build relationships based on these criteria to show they
value their publics is by demonstrating transparency. This is demonstrated as an NPO shows
publics via social media that donations are being used responsibly and that the cause the NPO
advocates is being helped by donations and public effort. Waters (2009) purported that
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stewardship, or the ability of a nonprofit organization to prove that donor funds are being used
responsibly and honestly, was fundamental for maintaining relationships with nonprofit publics.
Waters noted that an organization must present reciprocity—a sincere and public expression of
appreciation for donors—and responsibility—proving that the promise to use donor funds and
efforts are used only for the exact purpose the organization promised they would be used— in
order to maintain relationships and, ultimately, experience longevity as an organization.
Auger (2013) likewise noted that interaction on social media has become a key factor
deciding a nonprofit’s success in building relationships and in advocating issues “Long gone are
the days when organizations could consider themselves technologically up-to-date simply
because they developed a website. Today, organizations must also be engaged in social media”
(p. 371). While some research has explored the opportunities presented to organizations by
social media, research has yet to thoroughly examine stakeholders’ and publics’ reactions to
these online interactions with organizations, in sectors both for profit and nonprofit. One study
sought to examine overall impressions by conducting a content analysis of likes, comments, and
shares of nonprofit’s Facebook updates (Saxton & Waters, 2014). The results of this content
analysis suggest that stakeholders on Facebook respond positively to message updates aimed to
share information, to promote and mobilize, and to build community. Further findings suggest
that publics prefer dialogue and interaction over information, even if the dialogue is initiated
through call-to-action or informative messages. Findings also suggest that call-to-action
messaging tends to be more effective in promoting relationship building or maintenance
behaviors than messaging that asks publics to post a response or comment. Authors Saxton and
Waters (2014) further comment that more research is needed that examines stakeholder’s
interactions and opinions of nonprofits on social media. While their study offers insights as to
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how stakeholders behave on Facebook, there is little knowledge on why they act this way or how
effective these behaviors are in brand perceptions and in building and maintaining positive, longlasting relationships.
Furthermore, if one hopes to bridge the gap of research concerning relationships for
nonprofit organizations on social media (Saxton & Waters, 2014), then one must look at the
interactions on social media meant to build or maintain those relationships. Recent literature
suggest that engaging publics on social media usually occurs as organizations open the door for
two-way communication, or the ability to have an open conversation through comments or
messages on social media (Hallahan, 2008; Lovari & Parisi, 2015; Lovejoy, Waters, & Saxton
(2012; Sisson, 2017). Therefore, understanding the use of two-way communication on social
media, especially as it relates to nonprofit organizations and relationships, is vital for conducting
the present study.
The importance of two-way communication. Hallahan (2008) purported that a brand’s
online availability was vital in determining a nonprofit organization’s success or failure to
communicate commitment and trust with their desired publics. Scholars Briones, Kuch, Liu, and
Jin (2011) concurred in their suggestion that organizations must adopt social media as a crucial
means of communications with their publics. These researchers contended that to successfully
communicate with publics that are accustomed to using social media in order to communicate
and discover new information. Brands likewise attempt to inform their publics about the cause
they are seeking to promote and build relationships with individuals and entities online to garner
support, but often fail to establish effective two-way communication that meets a consumer’s
expectations (Dens & De Pelsmacker, 2010).
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Despite the fact that many organizations are still trying to adjust their methods of twoway communication for success in digital media, public relations research has highlighted the
importance of feedback and interaction between organizations and their publics for many years.
Grunig and Hunt (1984) outlined four models of communication commonly used in public
relations. These models were based on existing research suggesting that two-way communication
is the most effective in establishing mutually beneficial relationships between parties in
communication. Of the four models designed to replicate practical communications methods
practiced by organizations, one was outlined as the ideal, healthy method for communicating
providing equal opportunities for open communication and was coined the two-way symmetrical
model. The authors commented that this model was most conducive of positive relationships
between organizations and their publics “Balanced, two-way communication provides the most
effective mechanism for an organization to evaluate its social responsibility” (p.48).
Since 1984, the public has become increasingly accessible. Organizations can
communicate with their publics, both publicly and privately, today whenever they need to
despite geographic separation or differences in social status. Individuals have taken advantage of
this and are now able to take on roles that instigate communication with organizations, lead
social conversations and opinions, and either damage or promote brand popularity (Lovari &
Parisi, 2015). Therefore, in addition to establishing positive and lasting relationships with
individuals, two-way communication can also aid the overall relationship and perceptions
between organizations and the public.
Despite the importance of two-way communication or the accessibility of the public due
to digital media, literature would suggest that many nonprofits have not adopted practices that
meet the expectations of their nonprofit-publics. Lovejoy, Waters, and Saxton (2012) conducted
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a study that focused on how nonprofits use Twitter to engage their nonprofit publics. Results
suggested that many of the site’s users contributed to Twitter aiming to interact with others, but
that nonprofit organizations were not offering such exchanges. In the study, the NPOs tended to
view the medium as a one-way communication platform, only exerting information as opposed
to seeking out interactions with followers or other potential donors. The failure to employ twoway communication suggests that a connection between Twitter users’ expectations and the
behaviors of nonprofits on Twitter is absent. Such failures to capitalize on potentially beneficial
interactions can be avoided if the organizations are wise to the importance of two-way
communication and social media users’ expectations.
Moreover, to successfully reach a greater percentage of nonprofit publics, organizations
must adapt to consumer demands by being present and attentive on social media. Implementing a
knowledge of what nonprofit publics expect and seek when on social media would enable
nonprofits to better tailor communications to enable better relationships with their nonprofit
publics. This study explores the expectations of nonprofit publics in terms of their social media
relationships in addition to nonprofit publics’ expectations for methods, such as two-way
communication, NPOs employ for building and maintaining relationships with followers.
Public Relationships and Expectations
Prior research suggests that social media has greatly affected publics’ communication
habits. However, this research has not been thoroughly tested in the context of NPO-public
relationships and, more specifically, how the nonprofit public relationships adapt to social media.
Literature on nonprofit-public relationships and two-way communication suggests that social
media has allowed publics to form expectations for the behavior of organizations on social
media. However, the specific expectations held by nonprofit publics have not been studied. The
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expectancy violation theory, social capital literature, and the situational theory of publics offer
important literature supporting the further study of the effects of such expectations on NPOpublic relationships.
The expectancy violation theory details the effects of expectations on relationships,
specifically what impact the violations of expectations has on relationships. This can include
expectations social media users have for online relationship building and maintenance. Social
capital suggests that one current expectation held by many social media publics is the idea that
an individual will gain a kind of social currency by interacting with others on these sites. The
situational theory of publics adds to this knowledge by offering an explanation as to how and
when publics choose to interact or seek out information in varying situations. This would help
explain when and how individuals interact with organizations on each social media site, better
facilitating the relationship building and maintenance between organizations and publics.
Expectancy violation theory. The expectancy violation theory was developed by
Burgoon and Jones (1976) and has largely focused on intrapersonal communication. The theory
seeks to analyze how individuals respond to situations where individual expectations and social
norms are violated. Since the theory’s formation, research has suggested that the violation of
expectations can be detrimental to social relationships. This is based on the idea that
interpersonal relationships are founded on a shared understanding of social norms in terms of
specific behaviors and responses exhibited by each party in a relationship. Therefore, when these
norms are broken, depending on the severity of the unexpected action, relationships can either
suffer, which can lead to the disillusionment of the relationship, or it can be altogether
abandoned as a direct result of the expectancy violation (Burgoon, 1978; Cohen, 2010; Planalp &
Rivers, 1996). This suggests that understanding and exploring these expectations for
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organization-public relationships and how social media has affected those expectations and
relationships is a significant and less examined field of study.
Although the expectancy violation theory (EVT), is steeped in a history of interpersonal
face-to-face (FTF) literature (Fife, Nelson, & Zhang, 2012), scholars throughout the years have
also commented on the effects of the violation of expectations as it relates to mediated
communication. These comments and explorations into mediated communication remain
incomplete and largely untested. Horton and Wohl (1956) introduced mediated attachments in
relationships and commented that if either party of a mediated relationship is unsatisfied, he or
she “has only the option to withdraw” (p. 215). Horton and Wohl’s assumptions that mediated
communications leaves communicators whose expectations are not met with only the option to
end communication is challenged by conflict resolution literature in the field of public relations
research, that suggests individuals facing conflict, or unmet expectations, have the options to
contend, cooperate, avoid, accommodate, or compromise (Thomas, 1976; Plowman, 2007). In
this case, avoidance, or the mentality that communication and a relationship will continue only if
both parties’ expectations are met, is just one of the options and outcomes of conflict resolution.
Instead, communicating parties can also reach a compromise, enabling a continued relationship,
or one party in communication can accommodate the other, allowing for expectations to be met
once again and the relationship to continue (Plowman, 2007).
Although there is no existing literature exploring the connection between the expectancy
violation theory and public relations conflict management. In the sphere of public relations, the
two concepts are closely related. The relationship between the expectancy violation theory and
conflict resolution exists because unmet expectations could be considered a kind of conflict
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between communicating parties. This is just one aspect that has yet to be studied in depth by
existing literature that the present study aims to begin exploring.
Furthermore, the literature focusing on the expectancy violation theory limits itself by
retaining an interpersonal focus. The literature’s lack of connection to computer-mediated
communications, specifically in social media communication offers a great opportunity for future
research. The expectancy violation theory is particularly important in computer-mediated
communication because the building of social media relationships requires two entities to
communicate with one another on a one-to-one level. This allows interpersonal literature, even
the literature surrounding the expectancy violation theory, to relate directly to social media
relationships and offer important insights on how social media is affecting NPO-public
relationships (boyd & Ellison, 2008; Fife, Nelson, & Zhang, 2012). Moreover, the research
exploring the expectancy violation theory’s application in social media has indicated that there
are social norms affecting the formation and disillusion of social media relationships (Fife,
Nelson, & Zhang, 2012; Bevan, Ang, & Fearns, 2014). For example, Bevan, Ang, & Fearns
(2014), found in their qualitative study of expectancy violation as it relates to Facebook
“unfriending” found that unfriending Facebook friends served as a significant expectancy
violation, regardless of the strength of the tie between Facebook friends.
Cohen, 2011, further purports that relationships and expectations are even varied between
media outlets. Quan-Haase and Young’s (2010) study supports this idea by suggesting that social
media users also have expectations and that these expectations are specific to each social media
platform. The research suggests that Facebook users expect to use the site as a pastime, to show
affection, to share problems or social information, or to follow posts and sites having to do with
fashion. Phua, Jin, and Kim, (2017) purport that publics have developed unique expectations for
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what they might gain from and how they will interact with organizations on each SNS. The
results indicated that the four sites of Facebook, Instagram, Snapchat, and Twitter each draw in
individuals for varying reasons and that many users visit the sites with expectations to fulfill
unique wants or needs. Bevan, Ang, & Fearns (2014), also found that Facebook users expected
to widen their social reach, or social capital, by using the site and interacting with others on the
site. These Facebook users who felt they had increased their social capital by increasing their
number of Facebook friends were less likely to react negatively to expectancy violations such as
being unfriended.
These findings offer further support to the idea that the distinction between expectations
for organization stakeholder relationships on digital media and legacy media is significant but
leaves the effect of this expectancy violation on publics’ relationships with organizations to be
tested. Likewise, literature investigating expectations for relationships between nonprofits and
their nonprofit publics is scant, leaving a great deal of valuable research to be conducted that
might shed light into how stakeholders’ expectations for nonprofit-public relationships are
affected by the development of media. The research would suggest that expectations, such as
social capital on Facebook (Bev, Ang, & Fearns, 2014), do affect relationships between
individuals on social media.
Social capital and social media. A specific expectation many social media users have
developed is to gain social capital when using SNSs. The idea of social capital emerged from
sociology as researchers noticed that certain exchanges of resources included knowledge or
social opportunity (Coleman, 1980). Social capital has been defined as a collection of current or
possible future resources allowing for the connection to a “durable network of more or less
institutionalized relationships of mutual acquaintances or recognition” (Bordieu, 1986, p. 248).
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Dodd, Brummette, & Hazleton (2015) purport that professionals in the public relations field have
greater potential social capital than the rest of society, and a greater potential to provide
individuals with social capital using many methods, which most importantly includes civic
engagement.
The three main ways public relations practitioners increased opportunities for their
nonprofit publics to gain social capital were through political involvement, participating in
voluntary organizations, through personal interaction, and civic engagement. This means that by
participating in social activities that highlight corporate social responsibility, public relations
practitioners can increase an organization’s opportunity for social capital, which should occur
naturally within nonprofit organizations as the goals of these institutions is to advocate for issues
of civic importance. This also means that nonprofit publics would benefit socially from
participating in activities focusing on social responsibility, increasing publics’ perceptions of a
nonprofit and their relationship with that nonprofit organization, making the study of social
capital’s effect on nonprofit publics’ relationship expectations vital. Additionally, this literature
suggests that social capital has become more highly sought after and important as a result of
social media. The fast-growth in popularity and platforms for social media has ushered in an era
where building one’s social network is an easier and faster process that offers a wider reach than
was previously obtainable. Social media offers users the opportunity to access individuals and
their contacts, or “ties,” in seconds, using minimal effort for both organizations and their publics
who may wish to connect with likeminded individuals (Dodd, Brummette, & Hazleton, 2015).
For the public relations field, this means that in recent years, excellent opportunities for
growth have become available. Many organizations have utilized this new capability in an effort
to gain social capital, namely in donations and an increased number of supporters on these sites.
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By so doing, such organizations have relied on the ability to access "weak ties,” which are either
contacts one seldom communicates with or contacts of a user with whom one often
communicates with (Ellison, Vitak, Gray, & Lampe, 2014). Ellison, et al. (2014) purport that
these weak ties are more easily accessible than ever before because social media has significantly
lowered the cost of maintaining and building relationships. The authors explain that "bridging"
these ties or strengthening a relationship with a weak tie through social media, is considered by
SNS users to be acceptable and expected behavior. Therefore, reaching out to "weak ties"
enables organizations to largely increase their opportunity for growth and to maintain or
strengthen their brand while doing so. However, the effects of this efforts on relationships and
public perceptions of brands remains largely unstudied. It is important to examine how these
efforts made by brands, especially NPOs, is received by nonprofit publics. Furthermore, it is
important to understand how the perceptions nonprofit publics have affect relationships between
publics and nonprofit organizations.
In addition to studying how connecting with weak ties on social media affects
relationships, studying how the language and behaviors used to reach out to weak ties offers
great insights for how the public develops and maintains relationships with nonprofit
organizations via SNSs. Ellison, et al. (2014) observed that these behaviors hold a “potentially
important role in binding networks in meaningful ways and creating an environment in which
social capital-enhancing exchanges can flourish” (p. 865). Nonprofit organizations often rely on
social capital in order to function and expand, but literature surrounding how their nonprofit
publics react to NPO efforts to increase social capital is sparse. Researching exactly how to
develop functional “boding” and “bridging” practices for NPOs on SNSs can enable NPOs to
prosper.
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Briones, Kuch, Liu, and Jin (2011) maintain that adopting effective social media habits is
vital for organizations, especially because of social media’s rise in popularity and familiarity in
recent years. A functional and effective SNS communication strategy would provide social
capital for both the NPO and its nonprofit publics while meeting nonprofit public expectations
for how the relationship should be built and maintained. Briones, Kuch, and Jim (2011) state that
SNSs have become one of the most commonplace methods used by individuals to communicate.
An NPOs absence on social media deprives that organization of cost and time efficient access to
a great deal of a nonprofit’s potential clientele. Additionally, social networking sites are often
constructed as tools for expanding one’s social network. Waters, Burnett, Lamm, and Lucas
(2009), go so far as to claim “relationships are the foundation for social networking sites” (p.
102).
Situational theory of publics. The situational theory of publics helps to explain how and
when publics form and communicate on varying issues based on the two independent variables,
information seeking and processing and three dependent variables, problem recognition,
constraint recognition, and level of involvement (Grunig & Hunt, 1984). The theory purports “an
individual can react to a message—through information seeking or information processing”
(Aldoory, Kim, & Tindall, 2010, p. 135). The goal of posting content for organizations is to
encourage reactions and engagement which can hopefully then lead to the formation of brand
loyalty and increased earnings for the organization. It is often argued that the digital age has
enabled these two factors to be fused together more often than not. In other words, it is nearly
impossible for an individual to process information without seeking it and vice versa. Kim and
Grunig (2007), coined this as public information gaining. Therefore, publics are able to
instantaneously evaluate an organization and how it fits into their personal want or need for a
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specific type of information based on a single post that showed up in their search or feed. This
means that publics expect to be engaged and intellectually fed by every social media post if they
are to continue or develop a relationship with a brand. To be aware of this allows organizations
to form better messages tailored to the needs of the publics who will be seeing that information,
processing it and seeking out further information, underscoring the importance of acknowledging
individual’s needs or wants for interacting with nonprofits on social media.
The independent variables included in the situational theory of publics can “separate
people who are part of publics from those who do not belong to a public. They can also indicate
when people will communicate actively or passively about an issue” (Grunig & Hunt, 1984, p.
148). The theory further proposes that when individuals form the opinion that something needs
to be done to improve a problem, perceive that they are free to “construct, define, and confirm a
behavior” (Grunig & Hunt,1984, p. 152), and perceive that they are involved in the situation they
are more likely to be an aware and active audience. Constructing communicative behaviors that
encourage high problem recognition, low constraint, and high involvement perception is vital as
the functionality of nonprofit organization revolves around engaging their publics through oneto-one messaging and individual relationship development, which ultimately aims to raise
awareness for a specific societal issue (Grunig & Grunig 1991; Sisson, 2017). In turn, nonprofit
organizations stand to benefit greatly from identifying their specific publics and the publics
specific needs or wants, especially in terms of relationship building and maintenance on social
media in ways similar to that of for-profit organizations (Agozzino, 2012).
Research suggests that both active and aware publics, driven by three independent
variables, are much easier for organizations to communicate with than passive publics, “because
the former are seeking information while the latter are only passively receiving it,” (Verčič &
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Grunig, 2002, p. 38). This helps to validate the need to study the expectations of publics
following nonprofits on social media. However, if one decided to follow an organization online,
a choice must have been made for an individual reason. This makes the social media user an
agent who is making conscious decisions.
Because publics are making active decisions to follow nonprofit organizations based on
the results of the simultaneous information seeking and information processing behaviors, they
are classified as aware publics. Aware publics often are often targeted by nonprofit organizations
because while active publics are most likely to exhibit action, aware publics are informed, but
have yet to attach themselves to a specific issue. Aware publics can be persuaded to become
active through a call to action or two-way communication to become an active public and
through becoming an active public, are likely to develop brand loyalty with a nonprofit
organization (Kim, She, & Morgan, 2011; Grunig & Hunt, 1984). This study will focus on active
and aware publics as followers of NPOs are interviewed. Focusing specifically on publics who
are either active or aware because they have chosen to follow an organization online and
attempting to understand their individual reasons for using social media accounts for any
habitual use problems that might surround the expectancy violation theory. Furthermore, it is
also important to understand and study habitual users to better understand what creates these
habits, if habitual users can still be active publics, and other implications that accompany
habitual media use.
Additionally, studying how nonprofit publics on social media perceive organizations'
online actions and determine to what extent these actions meet or fail to meet their individual
expectations will add to existing research on why these active and aware publics interact with an
organization which could shed light on how latent publics could become active. This distinction
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made between active or aware and latent publics also aids in understanding whom organizations
should reach out to with relationship building and maintenance techniques and the ability and
effectiveness of building relationships on social media.
All in all, there is much that has yet to be explored in terms of knowledge surrounding the
development of SNS users’ expectations as this relates to relationship management and
communication behaviors, especially between nonprofit organizations and their publics. The
expectancy violation theory offers important insights into the expectations individuals have when
communicating with organizations and how expectancy violation affects relationships. However,
the research surrounding expectancy violation theory lacks specific, qualitative research focusing
on how or if social media use affects relationships between nonprofits and their nonprofit
publics.
Likewise, research focusing on nonprofit-public relationships suggests that there is a vast
potential for success through social media and better two-way communication, or in other words,
there is a potential to increase relationship satisfaction if nonprofits are meeting assumed public
expectations. One of these assumed public expectations is the increase of social capital on social
media. Social capital acts as the foundation for nonprofits’ efforts, yet little research focuses on
how nonprofit publics gain social capital and what their expectations are in terms of social
capital resulting from developing relationships with nonprofits, specifically on SNSs.
The literature on the situational theory of publics helps to understand that effective
communication, and effective relationship development, most often occurs with active or aware
publics, or publics who are familiar with and actively seek out information from organizations,
making the focus for the purposes of this study surround active and aware publics. This data is
best accumulated and analyzed after interviews are conducted with participants who follow
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NPOs on social media, allowing these publics to explore their specific one-to-one
communication and relationship with a nonprofit.
Research Questions
1) How are relationships and specifically social media relationships developed now between
organizations and their active and aware nonprofit publics?
2) What are the active and aware nonprofit publics’ expectations for how a nonprofit should
interact with them on social media?
3) Do those expectations include obtaining some level of social capital?
4) Do active and aware non-profit publics’ expectations affect their relationships with nonprofit
organizations?
Method
To explore the specific and personal expectations and relationships between nonprofits
and their nonprofit-publics as well as the effect of nonprofit public expectations for relationship
building and maintenance on social media, qualitative research proved most effective. This is
because qualitative research allows for more in-depth, personal data from research participants.
This study focuses on the individuals and their unique reasons behind successful or unsuccessful
relationship development and expectations with nonprofit organizations. The focus of this study
also offers insights from the perspective of aware and active nonprofit publics, a perspective not
often studied in this specific aspect of academic nonprofit research. To fully explore this topics
and perspective, semi-structured qualitative interviews were conducted. The research was
approved by Brigham Young University’s Institutional Review Board, or IRB, for the year
beginning on March 27, 2018 and ending March 26, 2019. The IRB approval was given on the
expedited level, categories 6 through 7.
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Sample
For this study, it was necessary to gather a group of at least 12 individuals who met
specific criteria in order to achieve saturation in the data. This saturation helps to solidify the
value of the reflexivity as well as the triangulation of data between interviewees, accounting for
bias as well as individual differences within the sample (Hennick, Kaiser, & Marconi, 2017). As
with most effective research “the goal is to select a group of respondents who are strategically
located to shed light on the larger forces and processes under investigation” (Gerson &
Horowitz, 2002, p.183). The author ultimately recruited 14 total participants for semi-structured
interviews lasting between 30 minutes and one hour (Hennick, Kaiser, & Marconi, 2017). The
criteria necessary for the sample of individuals was that each participant had to be a social media
user between the ages of 18 and 65, familiar with a nonprofit that fits into the broadly defined
category of human services, follow that nonprofit on a social media platform, and could consent
to a 30 to 60-minute interview either in person or over the phone.
All of the participants were domestic, being permanently located in the United States of
America, most of the participants being from either Utah or California. The participants ranged
in age from 20 to 63 years of age, three of those participants were older than 50, five were 40 or
older, eight were 30 or older, and the remaining six were between the ages of 20 and 30. Five of
the participants, about 36 percent, were male and nine, about 64 percent, were female. Due to the
varying locality and availability of participants, about half of the interviews were held over the
phone, while the others were conducted in person. Participants were also of varied backgrounds,
including younger graduates, graduate students, working professionals, stay at home mothers,
and retirees. This offered a variety of individual differences, allowing participants to offer
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insights that covered more universally understood expectations for NPO-public relationships on
SNSs.
To concentrate the scope of NPOs being discussed in the interviews, to allow for a more
focused data set and stronger findings, interviewers were asked to speak about NPOs that fit into
the category of human services. The human services NPO category is broadly outlined by a
number of accredited NPO websites, including Guide Star, a website that categorizes NPOs, and
the website for the National Organization for Human Services. On the latter website, the
category is defined as, “meeting human needs through an interdisciplinary knowledge base,
focusing on prevention as well as remediation of problems, and maintaining a commitment to
improving the overall quality of life,” (National Organization for Human Services, n.d.;
GuideStar, 2018). Among the participants, a total of 13 different nonprofit organizations with
active social media pages were represented. Each of these NPOs had an active account on either
Facebook, Instagram, or Twitter and each NPO had at least 1,000 followers or friends. For
anonymity purposes relating to participants themselves, the nonprofit organizations will not be
named; however, some of the nonprofits included food banks, groups that performed public
works projects in less fortunate communities, and groups who worked with disabled individuals
to provide a better quality of life.
In order to contact and recruit an ample number of participants for this study in a timely
manner, the snowball method was used. The author had contacts from a few local nonprofits and
with a few individuals who followed nonprofits on social media. This method allowed the author
to reach saturation in the data supplied by the 14 interview participants.
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Procedure
Because this research focuses on NPO-public social media relationships at an individual
level, as it focused on publics, it is exploratory. This exploratory study aimed to shed light into
the “how” behind relationship building, a question to which qualitative research is best suited
(Yin, 2014). Qualitative research also allowed for the collection of personal and emotional
explanations detailing why individuals follow nonprofits on social media and helped the author
to explore possible implications for building and maintaining relationships on these sites.
Specifically, semi-structured interviews provided the author with the ability to build rapport with
participants quickly, as the structure allowed for a more organized interview and a prepared
interviewer while the allowance for the participant to freely and openly share insights on the
topic allowed the interviewee to feel comfortable quickly. This means semi-structured interviews
added the fullest amount of depth and breadth for exploring individuals’ relationship formation
with organizations and what role expectations played in the development and maintenance of
these online relationships (Leech, 2002).
Although qualitative interviews have a great deal of merit in exploring specific and valid
answers to exploratory research questions, some challenges do arise naturally with this method
(Wimmer & Dominick, 2014). Lincoln and Guba (1985), set some guidelines for gauging the
trustworthiness, or value, of research. These include credibility, transferability, dependability,
and confirmability. Some challenges that accompany semi-structured interviews and naturally
reduce the strength of the four principles Lincoln and Guba developed. These challenges include
transferability, maturation, and bias.
Bias. The first challenge is that qualitative interviews are not typically transferable as
they present individual differences and personal experiences and are most often made up of
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nonrandom samples. Furthermore, data gathered through semi-structured interviews are also
subject to bias both through responses and the interviewer, making them naturally less
confirmable. Authors Wimmer and Dominick (2014) comment “despite practice and training,
some interviewers may inadvertently communicate their attitudes” (p. 142). Bias is natural and is
largely inescapable as each person involved in research has his or her own bias through personal
experiences, value sets, and opinions. Furthermore, some bias may lead to valuable results that
may shape how an issue or situation plays out in the real world. Still, bias, especially bias that
comes from the researcher, is to be avoided and kept within a reasonable boundary.
Bias within this research was minimized as the interview guide, or questions to be asked
in the interview, were based on what literature surrounding the phenomena studied in existing
literature surrounding expectancy violation theory, social capital, and the situational theory of
publics purported. These questions were then tested on the author’s personal connections
including colleagues and family members, to ensure that personal voice and bias was removed
from the interview process and that the interview questions were engaging and interesting for
participants (Cridland, Jones, Caputi, & Magee, 2015). The careful creation of the research guide
which is included in the appendix of this paper and the subsequent execution of the interviews
allowed for more valid research. Because this study is exploratory in nature, it allows for the
respondents to shape the findings. However, in order to further allow for the resistance to bias
and researcher motivation, reflexivity was used in this study.
There are a few standard practices used to combat interviewer bias including
triangulation and reflexivity (Yin, 2014). Reflexivity is achieved when a researcher is acutely
aware of him or herself including his or her biases on the subject matter and when he or she uses
this reflexive awareness to practice reflection. To put this concept into practice, an interviewer
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examines his or her own bias throughout the research process, being careful to remove any
preconceived opinions on the matter from the research as a whole without becoming personally
detached from the project (Mann, 2016). Halling and Goldfarb (1991) wrote that to be an
effective qualitative researcher one must be "fully and thoughtfully involved. It is as if one is
engaged in a dance of moving forward and moving back" (p. 328). Regarding this specific study,
the interviewer can practice reflexivity by carefully constructing an outline for semi-structured
interviews. The outline should consist of unbiased questions and should be reviewed by someone
other than the primary researcher. The researcher can further be involved personally throughout
the entire interview process by listening intently and remain self-aware, allowing for a
combination of personal investment in the project and a limitation of bias (Mason, 2002).
Triangulation can similarly be used to combat bias that might otherwise corrupt the data.
Triangulation can be executed in qualitative research when a study is designed to be valid and
reliable. Valid studies are made up of "correct operational measures for the concepts being
studied" (Yin, 2004, p. 46). By developing research questions that build on established theories
and interviewing a sufficient number of participants for saturation to occur in the data collection
process, this study aims to be valid. As this study is more qualitative and exploratory in nature,
developing dependability was more of a central focus than developing transferability. However,
transferability can still be achieved by generalizing the data to existing theoretical foundations.
Carefully designing the study to be credible, or in other words developing a study that will yield
accurate findings, helps avoid bias by founding the specific techniques used in existing and
tested theoretical frameworks and by gathering enough data that the voice of the participant is
more prevalent than that of the researcher.
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In line with Lincoln and Guba’s four criteria for a valuable study, dependability must be
considered. Dependability is ensuring that the study is conducted in such a way that it "can be
repeated, with the same results" (Yin, 2014, 26). Dependability can be achieved as the researcher
documents the interview questions used in an organized and clear manner. Semi-structured
interviews are more conducive to this than other qualitative interviews tend to be because they
allow for a pre-written and tested interview guide, detailing questions to guide the discussion
between the researcher and the participant. This is further achieved when the researcher asks
these questions with reflexivity in mind, ensuring that he or she allows the participant to give his
or her own opinion. Finally, the types of questions asked were crafted to avoid leading the
participant toward the desired answer (Yin, 2014).
Maturation. A second challenge presented by conducting qualitative interviews is
maturation, or the idea that participants and data are affected by the time it takes to collect the
data. This can occur within interviews, as these interviews are often lengthy and intensive, as
well as throughout the duration of the research process (Wimmer & Dominick, 2014). Gerson
and Horowitz (2002) also comment that effective research must be conducted in a timely
fashion. The authors suggest that the most useful data is collected after a careful organization of
an outline that accounts for allowing exploratory responses, the time allotted for each interview
as well as choosing a "theoretically concentrated sample and developing an incisive and probing
interview schedule" (p. 184).
This preparation allows for interviews themselves to be conducted in a reasonable
amount of time and for a smoother transition between interviews. In this case, interviewees were
notified of the time commitments before scheduling the interview, allowing participants to
mentally prepare for interviews. Additionally, interviews were kept to a maximum of one hour,
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with most interviews lasting between 30 and 45 minutes. This length was appropriate according
to prior research (Gerson & Horowitz, 2002; Wimmer & Dominick, 2002), as well as the tests
that were conducted first with the authors’ close friends and family members. Additionally, the
entire data collection process was carried out and completed between April 2018 and June 2018.
Furthermore, participants were reached at their own convenience which resulted in several phone
interviews. Although this may be seen as less personal, it did accommodate for the personal
comfort of participants while being interviewed, further deterring maturation.
Transferability. Another challenge unique to qualitative research are restraints on its
ability to be applied in other contexts. Because the content being collected is not naturally
transferable to a broader population, the data is more credible in a specific situation, or in other
words, it allows for more specific answers for this specific topic. Transferability can also be
developed as uniformity in the structure is established, allowing for the duplication of this
research and saturation in interview data. This was done in the uniform use of the interview
guide and preparation for interviews made by the researcher. Saturation also occurred in the data,
interviewing as data began to repeat itself through common threads and themes, proving that
ample data was collected and that the data suggested universal or transferable concepts (Gerson
& Horowitz, 2002).
Another way to transfer data collected from qualitative research, even interviews, is to
build upon theory. Theory can serve as a precedent and corroboration for the data collected in a
qualitative study. Furthermore, research can either build on the body of knowledge conducted
and tested in the development of theory or research can suggest the need for modifications to be
made to existing theories (Yin 2014; Merriam, 2016). This study built upon research by basing
the research questions and the interview guide, which was developed from the research questions
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on existing literature. This allowed the theoretical foundation in the area of expectancy violation,
social capital, and the situational theory of publics to inform the entire study and yield
transferable findings.
Data Analysis
The author analyzed data collected from each of the 14 semi-structured interviews using
Nvivo 11. The set of data was coded in two steps, first open coding and then axial coding
(Richards, 1999). First, the author used open coding to identify specific themes in the interview
data. This involved allowing categories to emerge from the data participants provided as the
author read verbatim transcripts of the interviews. Nodes and themes were created in relation to
the relevant statements that emerged from the data, allowing for the data to tell its story,
mitigating bias (Glaser & Strauss, 1967; Lindlof & Taylor, 2011). Then, these themes were
studied a second time, as the author looked for conditions that formed the phenomena
surrounding each theme, the context in which each theme was formed, and the connections
between themes (Kendall, 1999). These formed a “paradigm model” (Strauss & Corbin, 1990)
detailing that the concerns of participants centered on formulating specific expectations for NPOpublic relationships, the effects of those expectations on the actual relationships between NPOs
and their nonprofit publics, and the specific methods used on social media to form relationships
with nonprofit organizations.
The pattern of participants’ specific expectations for nonprofit organizations on social
media consisted of many themes detailing exactly what those expectations were. These
expectations included that NPOs produced quality of posts, positive posts, were highly visible on
social media, what level or type of interaction was acceptable, and that the nonprofit organization
was transparent. The themes found in open coding also included specific ways nonprofit publics
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prefer to build relationships with NPOs. These included interpersonal communication, likes on
social media, the NPO having a social media presence, and comments. These findings were
particularly limited. Effects of nonprofit organizations meeting or failing to meet these
expectations were also discovered in open coding. The expectations that had the greatest effect
on the ability of the NPO to maintain and develop relationships with nonprofit publics emerged
in the data—visibility of the NPO on social media, whether or not the posts made by NPOs were
positive, and the NPO’s ability to portray trustworthiness in the content it posted on social
media.
Axial coding, or the examination of the context and relationships between themes,
allowed these individual themes to be categorized into three central patterns—that participants
had clear expectations for how nonprofits posted on social media, the effects of meeting or
failing to meet those expectations, and information detailing how relationships between
nonprofits and their nonprofit publics are formed and developed over social media (Glaser, 1978;
Glaser & Strauss, 1967; Punch, 1998). These greater patterns suggest that strong relationships
exist between how organizations develop and maintain relationships, the expectations nonprofit
publics have for an NPO’s social media conduct, and the ability of an NPO to meet expectations
of its nonprofit publics. There was also an outlying theme for the comments of participants
indicating that the weight of violated expectations was less when an interpersonal connection
was established before the individual followed the organization on social media.
Findings
The findings suggested answers for each of the initial research questions concerning what
expectations nonprofit publics have for NPO conduct on social media, what the effects are of
meeting or failing to meet expectations, and what methods are relevant for building and
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maintaining relationships on social media. This was done as the author used open, axial, and
pattern coding to reveal three overarching themes– expectations for nonprofits on social media,
effects of expectations being met or unmet, and the process of relationship formation and
development between nonprofits and their nonprofit publics on social media. Each of these
themes included insights as many subcategories emerged from the data, providing further
information on what specific kinds of expectations nonprofit publics have for NPO conduct and
interaction on social media, specific effects of these expectations being met or unmet, and
detailing what kinds of behaviors on or off social media led to the formation of and development
of relationships between NPOs and their nonprofit publics. These insights include responses
from participants who follow a variety of nonprofit organizations on various social media
platforms including Instagram, Facebook, and Twitter. Figure one shows the amount of data
collected in each category and theme. Participants spoke most about the types of expectations
they had, followed by the effects of expectations on their relationship with NPOs, and how
relationships are developed with NPOs. Each theme contains subcategories that define the
themes.
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Figure 1. This figure shows how often each theme was represented in the data by categorizing the data into themes and
sizing them by frequency.
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Relationship Building and Maintenance on Social Media
This study suggests that nonprofit organizations and their nonprofit publics primarily
build relationships through offline interpersonal connections, but that the majority of these
publics choose to maintain relationships with the NPO on social media. The interpersonal
connections typically take place as a close friend or family member of a nonprofit public
member works for an NPO, the public member attends an event hosted by the NPO, or the public
member was recommended to volunteer or work for the NPO by a mentor. The tendency of
nonprofit publics to prioritize interpersonal communication along with the limited amount of
ways participants expressed being able to maintain relationships with nonprofits on social
media—which occurred as individuals saw content posted on social media by the NPO, liked this
content, and either when the individual received a comment on their own social media from the
NPO or when the individual commented on the NPO’s posts—yielded minimal data, making this
the smallest theme. Furthermore, most nonprofit publics indicated that they did not comment on
the NPOs pictures nor did they message them, but that interaction was limited to liking and
viewing the NPO’s posts on Facebook, Instagram, or Twitter. Participants relayed that they
relied most heavily on bonds created through interpersonal communication and maintained those
bonds through interacting with the nonprofit on social media.
Likewise, participants revealed that they felt the overall strength of bonds built offline
through an interaction or personal connection are stronger as they withstand conflicts that occur
as expectations for how the NPO should act on social media are not met and time constraints
more easily than bonds created online. Participants reported that it would be difficult for them to
end relationships with nonprofits with whom they interacted personally because the violation to
their expectations would seem like an anomaly rather than an indication of the NPO’s true
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character; however, it was very easy for the few participants who had no interpersonal
connection with the NPO they followed to completely end the relationship when met with
conflict. Specific reasons and contexts for these conflicts is discussed in this paper as the pattern
of specific expectations is discussed.
Almost all participants also reported developing their relationship with the NPO they
followed on social media offline. Only one participant chose to follow a nonprofit he or she had
no offline connection to and this participant indicated that it would be, “easy to unfollow them
and end the relationship.” The majority of participants either had experience volunteering for the
NPO he or she followed, knew an employee at the NPO personally, or met someone affiliated
with the NPO at an event or on a school campus at one point in his or her life, emphasizing the
importance of face-to-face interaction.
Still, those who began their relationship with an NPO offline maintained this relationship
on social media. This was done through the NPO’s social media account commenting on the
individual’s page, liking the individual’s posts on social media, or simply when the nonprofit
publics saw posts by the NPO on their personal social media feed. One female participant
commented about a nonprofit organization she had previously volunteered for:
When I see posts from them, I feel excited. They have great people and great marketing
staff who obviously I can see that they spend time on the posts. I think it definitely has a
positive effect on the relationship I have with them.
Notably, all participants who were over the age of 50 reported valuing the idea of an NPO’s
online presence but insisted on the importance of interpersonal communication. These
participants expected the NPO to contact them directly and off of social media and reported that
they only developed and maintained relationships with NPOs in an interpersonal setting or by
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reading updates from the NPOs on social media but expected no direct contact via social media.
Figure two demonstrates the frequency at which each tactic for building and developing
relationships with nonprofits was discussed. In this case, the category of interpersonal
communication includes a subsection of personal connections.
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Figure 2. This figure shows how often each theme relating to the process of building relationships on social media was represented
in the data by categorizing the data into themes and sizing them by frequency.
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Expectations
One of the themes derived from examining data on Nvivo is expectations. The findings in
this study reveal that nonprofit publics have developed many definite expectations for how NPOs
should behave on social media. Participants offered many specific standards for NPOs’ social
media pages and posts, which will be explored in this section. The amount of data collected on
this topic was extensive and significant to the present study. The most prominent expectations
concerning respectable NPO social media behavior were concerned with the quality of posts as
well as how the NPO should interact with its nonprofit publics, how visible the NPO was on
social media, how transparent the NPO appeared based on what it posted to social media, how
much social capital users could gain by following the NPO on social media, and how the NPO
should portray the tone of its posts. Additionally, nonprofit publics also expected NPOs that they
followed to be authentic, personal, current on social media practices, and fit to user preferences.
These nonprofit publics tended to use their expectations for the less prevalent themes, the themes
they mentioned less often, to gauge how they felt the NPO was performing at meeting their
initial expectations regarding high-quality posts, level of interaction, high visibility, high
transparency, and tone. Figure three offers a visual representation of the hierarchy of the
frequency at which participants discussed each expectation for how NPOs should behave on
social media. Each theme contains subcategories that define the themes.
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Figure 3. This figure shows how often each theme concerning specific expectations was represented in the data by categorizing the
data into themes and sizing them by frequency.
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Quality. Nonprofit publics expected the NPOs that they followed on social media to
meet their personal standards for quality, as indicated by every participant in the present study.
The quality of an NPO’s social media posts was defined differently among participants.
However, participants listed criteria for quality social media posts; such criteria included the
relevance or timeliness of a post; the quality of information being shared; the form in which a
post is displayed (i.e. video or high-resolution image), and the writing quality of a post.
Nonprofit publics rely on all of these criteria to determine how effective a nonprofit is in
accomplishing its mission, which was the most important factor among nonprofit publics in
determining whether an NPO met their expectations.
All participants expressed an expectation for nonprofit organizations to post content that
met their quality standards. For example, one female participant in her 20s, explained why she
thought that the nonprofit produced quality posts “I believe in what they do because their posts
help you to realize that things really are happening, they found real solutions to real problems
and helped the community to buy into it.” Another participant, a male in his 30s, commented that
he was disappointed with nonprofits that did not post the quality of content he expected:
What I expect to see is just the good that they are doing, I want to see that nonprofit is
doing what is good and helpful, but what I do see is a little bit more of the adventure that
is out there.
When determining whether the NPO met their expectations for the overall quality of a
post, many participants also factored in how information was displayed (for example, video,
image, or informational graphic). A female participant in her late 20s indicated that the format of
posts issued by the NPO she followed met her expectations for engagement. She said:
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I actually think they do a really good job of developing a relationship with me because
they include personal interviews with these people. It’s it in video format [which] makes
it really easily viewable, I always find myself watching videos way more than reading
blocks of text.
Another female participant in her 40s had a similar expectation:
To me, I always wonder if they are on the cutting-edge. If I feel like they just give me
really good quality images or quality content that I’m interested in, then I want to follow
them and all the different social media for that organization.
These criteria also intertwined with the idea that the NPO that participants followed had to fit
their personal interests. However, the overwhelming indication made by participants that the
quality of a post’s content must adhere to certain expectations suggested that individuals expect
an NPO to provide not only posts that they are interested in but also posts that include engaging
images or videos to show its public how the organization is accomplishing its mission.
Level of interaction. Another important factor for nonprofit publics when establishing
and developing a relationship with an NPO is how the NPO interacts with them on social media.
All but one participant outlined clear expectations for how an organization should interact with
him or her on social media. Many participants were split between encouraging high levels of
interaction and wishing to hold onto the anonymity that social media affords. While some
participants indicated that they expected an NPO to highlight them in one of their own posts,
message them directly, or follow them on social media, others expressed that any of those
actions would give them the sense that the NPO was insincere and just trying to get the follower
to donate. This would leave the participant with the sense that he or she would no longer pursue
a relationship with the NPO.
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Among the slight majority of participants who expected nonprofits to allow their
followers to remain completely anonymous online, some felt that direct messages and requests to
follow members of the nonprofit publics were soliciting and that such practices detracted from
the authenticity of an NPO. One female participant said:
Even if it were the nonprofit I follow most, if they started messaging me I would
immediately, especially if they are messaging me more than once, I am going to think of
them less and be less trusting of them.
Another female participant echoed this sentiment:
I have noticed that a lot of organizations want to follow me and I feel like it’s a marketing
thing and they just want to harvest my friend list. They want to interact with me on my
post just for marketing purposes and so I made my profile private to block that and them.
These individuals encouraged interactions through “likes” on Facebook, Instagram, and Twitter
as well as through offline, person-to-person communication.
Notably, the minority who expected nonprofit organizations to interact with them through
messages or comments always had an interpersonal connection with the NPO before following it
online. One female participant summarized the sentiment expressed by most participants:
I would say things have to happen little by little on and off social media whether it’s
being recognized or thanked and then being asked to help at the nearest event, every
positive experience will bind you closer.
Other participants who approved of interacting directly with the nonprofit recalled times when
the NPO referenced events or service projects they attended. These participants also indicated an
expectation to see events advertised on an NPO’s social media page. Still, participants who
encouraged interaction on social media expected such interaction to feel personal:
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The quality of comments they make can’t just be like an emoji or a one-liner. If it feels
like they are directing their comment toward me in a unique way, then I feel like we are
friends and I want to talk to them.
Participants also indicated that they had expectations for their interactions with other
members of the nonprofit public on social media. While the majority of nonprofit publics did not
expect to make connections by following NPOs on social media, all participants responded
positively to the idea of expanding their social capital. Those participants who did expect to gain
social capital had a personal connection with an employee or another follower before they chose
to follow the NPO on social media. Overall, nonprofit publics thought similarly to the male
participant who said:
Definitely, I think it’s rare to find people in the world who view the world and nonprofits
in the same way that you do, there is a very wide range of opinions, so if you could find a
lot of people who are like-minded and believe the same things you do, with similar
values, that would be a strong component, I would absolutely be more involved if I
thought this was my community of people who believe the same things I do.
Visibility. Nonprofit publics also expected the NPOs that they followed on social media
to be present in their feeds, meaning that followers could see relevant updates without having to
search on any given platform. Therefore, nonprofit publics expected the NPOs to post frequently
and for each post to be equally informative or inspiring. Many participants claimed that finding
the updates they wanted to see from nonprofits became increasingly more difficult. One male
participant in his 20s said “A good nonprofit uses social media frequently. You don’t want to
overload a follower’s feed, but it’s still important, especially to post enough to stay relevant.”
When participants stopped seeing a nonprofit on their social media feeds, they often began to
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lose confidence in the NPO. One participant said “It needs to be consistent so that A: I don’t
forget that they are even there and B: I do feel like they are legit and they are doing good things.”
Conversely, nonprofit publics expected NPOs not to post so frequently that the posts
from NPOs were all they could see on social media. A male participant said:
If they did overdo it, I would miss what they’re doing and I would miss the impact they
are trying to have. If I followed a nonprofit at random and they posted too much, I would
probably unfollow them, it’s easy to do.
Similar to other areas in which nonprofit publics have developed expectations, an NPO’s level of
visibility must fit between two extremes, avoiding both flooding followers’ feeds and becoming
invisible.
Transparency. One theme in the area of expectation that had a significant effect on the
publics’ willingness to establish or maintain relationships with an NPO was how transparent the
NPO appeared on social media. This relates back to the idea that stewardship is vital for
maintaining relationships, specifically in terms of showing donors that organizations are grateful
for public support and proving that funds and efforts are being allocated in the exact same way
the organization initially promised the funds and efforts would be used (Waters, 2009). In fact,
all but two participants mentioned that an NPO’s social media campaigns were most effective in
encouraging an ongoing relationship when its posts relayed transparency or showed their
followers exactly what the organization was doing with donors’ money. A male participant in his
20s said, “I feel like it shows they are trying to help me get involved in helping other people’s
lives and it’s easier for me to get involved when I can see that someone is passionate about it.”
To achieve the image of transparency, the NPO had to meet the expectations held by
nonprofit publics. The type of post most commonly expected by the public was visual or written
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evidence of the NPO’s progress. On the subject of her process in deciding to engage with a
nonprofit, a female participant said:
You can’t just go in blindly and think they’re doing good. It’s just like buying a lottery
ticket. When you see the face of someone who won the lottery you think, okay so people
do win, but unless you see the image you wonder where the money goes.
Another participant commented on a foster care NPO that she followed on social media. She said
“I like the positive of seeing the service and where the money is going. I need to see them show
me what they do on a day-to-day basis.”
Likewise, nonprofit publics expect NPOs to be transparent in the data that they share
about how donor money is used. One male participant said “I love to see when they’re being
fiscally responsible. I want to see impactful numbers and powerful infographics about their
success metrics and what changes are being made or need to be made.” Nonprofit publics expect
information to be readily available; when it is not, an NPO’s credibility is thrown into question.
Tone. This study suggests that nonprofit publics expect to see posts with a positive tone.
The vast majority of participants indicated that positivity was vital for posts by NPOs with which
they wanted to establish or maintain relationships. This often meant that the NPO needed to
show progress in accomplishing its mission as well as the positive side of the human problem
that the NPO was working toward solving as opposed to just featuring the problems and their
negative effects on society. A female participant noted:
I feel like anyone who wants to do good in the world, that’s what you need to be posting.
You can address the sadness, but if you don’t have a solution to it, then no one is going to
listen to you and you end up just putting negativity out there.
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Others chose to follow a specific NPO because the positivity that they affiliated with
nonprofits offered a break from the mundane “when Facebook was really negative during the
election, having the uplifting, which is the word I would use to describe their message, is really
nice and it’s a breath of fresh air.” The expectation of nonprofit publics to avoid all negativity
when following an NPO reached beyond social media posts. One participant said “the worst
thing I could see would be any negative commentary from anyone about a nonprofit. If a
nonprofit is ever aware of a negative comment, they have to address it.”
Effects of Met and Unmet Expectations
The results of the interviews clearly indicated that nonprofit publics’ relationships with
NPOs are greatly affected in accordance with their own expectations. All participants indicated
that a severe violation of expectations would lead the individuals to end their relationships with
the NPOs they followed on social media. However, the interview data included in the theme
pattern indicating participants’ expectations revealed that certain individual expectations—
namely, that an NPO is trustworthy, present, and positive— proved to be have the greatest effect
on NPO-public relationships. The aspect of presence or visibility also equated to legitimacy for
participants as they considered an NPO to be legitimate if it posted regularly. Trustworthiness,
legitimacy, and positivity were considered most important by publics when determining the
strength and existence of their relationship with an NPO. The only exception to nonprofit
publics’ tendency to terminate online relationships with NPOs after a violation of expectations
was when loyalty had been established offline between the NPO and its nonprofit publics.
Trustworthiness. All participants felt that when the NPO they followed met their
expectations for social media conduct, the NPO was more trustworthy. The inverse was also true:
when NPOs failed to meet the individual’s expectation for social media conduct, he or she
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immediately felt that the organization was not trustworthy. The corresponding effects on NPOpublic relationships were great. Those who lost faith in the trustworthiness of an organization
immediately ended the relationship.
One participant shared an experience about a nonprofit organization offering aid to
individuals living in a third-world country. When the participant initially started following the
NPO on social media, the organization was posting pictures detailing the work being
accomplished with donor funds. This encouraged her to continue sending money on a monthly
basis. However, as time went on, these posts began to disappear. On the subject of her
expectations no longer being met, the participant said, “I had no idea what they were doing,
which is sad, because they could have still been doing great things, but I just didn’t see that. I
couldn’t trust them and I stopped sending money and following them.”
All other participants indicated that when one or more of their expectations—specifically
relating to transparency, positivity, and visibility—were unmet, the relationship would end.
Another participant said “When I see specific tangibles of what their outcomes are and what their
success rate is, then I want to get involved or donate. Otherwise, I wouldn’t trust them and I
would never give them my time or money.” These data show that NPOs wishing to maintain or
even build relationships on social media must meet the nonprofit publics’ expectations for
trustworthiness.
Legitimacy. Another way NPOs can sustain or lose relationships with followers is
through regular posting, or proving that they are still a legitimate organization. The expectation
of visibility also has an impact on the relationships between individuals and the NPOs they
follow. One participant said that when NPOs don't meet his expectation of posting regularly “it
makes you wonder if they are professional with a qualified businessman or woman at the head or
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by people who have no idea what they're doing.” Furthermore, every participant who mentioned
the importance of an NPO’s visibility on social media indicated that he or she would not spend
more time than necessary to maintain a relationship with an NPO that seemed to stop posting.
This is because when an NPO disappeared, participants thought that the NPO was no longer a
legitimate organization worthy of their trust and resources. Although results of this study indicate
the negative effects of unmet expectations regarding legitimacy, participants seldom mentioned
examples of NPOs that posted with expected frequency. Ultimately, maintaining a visible
presence in nonprofit publics’ social media feeds is vital to maintaining NPO-public
relationships.
Positivity. Another expectation addressed the NPO’s ability to uphold a positive tone
throughout its social media posts. As with maintaining frequency, visibility, and trustworthy
brand image, consistently producing posts with a positive tone determined the existence of
relationships between participants and the NPOs they followed. Many participants even indicated
that they initially sought out a relationship with the NPO because it was a positive presence in
their lives.
The results of the study indicate that meeting this expectation brings positive effects.
Many participants recommended positive NPOs to peers, who then developed their own
relationships with such organizations. Other individuals were inspired to tighten the bonds they
had with the NPO by volunteering or donating money to the cause. One participant said:
They are so cute, they’ll just post positive things like an intern with a kid and they’re
teaching the kid English or whatever their thing is. They are so cute, I still recommend
them to anyone. You should check them out, they are the happiest posts.
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Positive posts were the only factor that encouraged relationship development, increased
donations, and increased willingness to refer the NPO to peers. Meeting other expectations
encouraged nonprofit publics to maintain relationships and continue positive behaviors, but
positive posts took that one step further into eliciting increased action.
The effect of not meeting nonprofit publics’ expectations for positive posts was similar to
that of other unmet expectations. All participants indicated that when NPOs infiltrated their feeds
with negative or neutral posts, the participants became disinterested or even offended and lost all
motivation to maintain the online relationship. One unique aspect affecting nonprofit publics
who expected NPOs to exclusively post positive content was that if a positive post was
accompanied by a negative comment, the followers would add the expectation that the NPO
would quickly address or delete the negative comment. The failure to do so had the same effect
as a negative post. In either case, nonprofit publics chose to unfollow the NPO online, thereby
ending the relationship.
Effect of offline loyalty. Open coding revealed a scenario in which unmet expectations
did not lead to loss of relationships between NPOs and their followers. This only occurred when
the participant had a personal connection to the NPO and developed loyalty to an individual who
he or she felt represented the NPO. For example, one participant offered, “it would take a while
before I eventually maybe unfollowed them because I have a good relationship with the
organization and I would probably give him the benefit of the doubt.” The vast majority of
respondents volunteered similar thoughts. Participants indicated that person-to-person
relationships would overcome unmet expectations; however, many cautioned that without such
connections, the unmet expectations would certainly end their relationships with the NPOs.
Figure four demonstrates how often participants discussed the effects of met and unmet

Nonprofit-Public Relationships on Social Media: The Public’s Perspective
expectations as well in relation to how often loyalty overcoming unmet expectations was
discussed. Each theme contains subcategories that define the themes.
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Figure 4. This figure shows how often each theme surrounding the effects of met and unmet expectations was represented in
the data by categorizing the data into themes and sizing them by frequency.
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Discussion
Findings suggest interesting insights into the effects of social media in relation to the
expectancy violation theory, social capital, and situational theory of publics. Literature
surrounding organization-public relationships and two-way communication shed light onto the
concepts of expectancy violation, social capital, and nonprofit publics and allowed for more indepth analysis in relation to this study. Therefore, only the concepts surrounding the effects of
social media on expectancy violations, social capital, and the situational theory of publics—
rather than the previous literature surrounding OPRs, nonprofits, and two-way communication—
will be more thoroughly discussed in this section.
Expectancy Violation Theory in the Digital Age
The present study revealed that individuals form expectations for the quality,
transparency, tone and visibility of NPOs’ social media posts as well as the levels of interaction
between the NPO and its nonprofit publics. These expectations detail how nonprofit
organizations that nonprofit publics choose to follow on social media should conduct themselves
on social media, answering the second and third research questions which asked, “What are the
active and aware nonprofit publics’ expectations for how a nonprofit should interact with them
on social media?,” and “Do those expectations include obtaining some level of social capital?.”
These insights also answered the fourth research question, which asked, “Do active and aware
nonprofit publics’ expectations affect their relationships with nonprofit organizations?” The
answer to both questions is that yes, nonprofit publics do have specific expectations and that
these expectations directly affect their relationships with NPOs.
These expectations are mainly that the NPO will post transparent, high quality, positive,
frequent posts and interact with their followers only if an individual affiliated with the NPO has a
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previously established, interpersonal relationship. The existence of such expectations means that
nonprofit publics have developed an understanding of acceptable behavior and have set personal
guidelines for which organizations they will continue to follow and which they will filter out of
their feeds. Therefore, if their expectations in terms of post quality, visibility, transparency,
positivity, and interactions with organizations are not met by the NPOs, then their nonprofit
publics will end the online relationship.
This study’s findings concerning the tendency of nonprofit publics to end relationships
with NPOs due to violated expectations have affirmed Burgoon and Jones’s (1976) previous
research on the expectancy violation theory, which stated that violated expectations in
communication patterns lead to the disillusionment or termination of relationships. Therefore,
the findings of this study suggest that previous literature focusing on the effects of the
expectancy violation theory on interpersonal holds true when examined in the realm of
computer-mediated communication, as public expectations violated by NPOs directly lead to the
disillusionment and termination of relationships. The transferability of this study’s findings to
previous, interpersonal literature suggests that communication behaviors on social media mimic
interpersonal communication behaviors as individuals are forming expectations for
communicative behaviors both online and in person and the violation of those expectations has
similar effects on the relationship between the parties in communication.
Formative EVT authors also purported that the severity of the discrepancy between the
individual's expectation and reality would alter the level of relational impact experienced
between two parties in communication. This study indicates that any expectancy violation made
by an NPO on social media often leads to an abrupt end to the relationship between the two
parties. Nonprofit publics’ preference to immediately end online relationships due to expectancy
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violation sheds light onto the value these publics place on their expectations and highlights the
level of ease social media offers followers when attempting to eradicate unwanted online
relationships. Specifically, when nonprofit publics consider a post not to meet their standards of
high quality, transparency, positivity or visibility or feel they are unwillingly engaged in direct
communication with an NPO, they feel it is appropriate to immediately end the relationship with
that brand. The conflict, or discrepancy between expectations held and met, is usually caused by
one single post, showing the ease with which nonprofit publics end social media relationships.
This indicates that social media has taken the impact of expectancy violation to an extreme. This
may be due in part to the fact that if nonprofit publics wish to end a relationship with an NPO,
they can do so with one click on an “unfollow” button. Likewise, the ease and speed at which
nonprofit publics end relationships diminishes the importance placed on the severity of the
discrepancy between expectations and reality. With social media, even slight discrepancies can
prove deadly to NPO-public relationships.
This echoes the win/win or no deal strategy examined in conflict resolution literature
which explains that one strategy for dealing with conflict, which in this case is the unmet
expectations of nonprofit publics, is to completely withdraw from communication (Plowman,
2007). The conflict resolution literature is further supported by the finding that when conflict, or
unmet expectations, arise, individuals will either completely avoid the other party in
communication by unfollowing them, the NPO may accommodate its followers by adjusting to
the nonprofit publics’ expectations, or the two parties will compromise by drawing on past
experiences to pardon an unmet expectation as long as the NPO seems to resolve the conflict by
living up to its public’s expectations offline (Thomas, 1976; Plowman, 2007). The NPO can
conduct market research to evaluate the specific expectations of its publics to ensure that
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expectations are constantly met. Therefore, the only way to combat these extreme effects is for
an individual to draw upon an interpersonal experience they had with an individual who is
affiliated with the NPO.
The finding that basing a relationship on interpersonal communication enables NPOpublic relationships to overcome a heightened sensitivity to expectancy violation brought on by
social media also offers an interesting insight that highlights the value of face-to-face
communication. The bond created in face-to-face communication clearly establishes different
expectations for nonprofit publics than purely computer-mediated communication. This finding
answers the first research question “How are relationships and specifically social media
relationships developed now between organizations and their nonprofit publics?” by offering the
insight that while some relationships are built online as a nonprofit public chooses to follow an
NPO and that NPO meets their expectations, most relationships begin offline. Furthermore, the
relationships built offline through interpersonal communication tend to be more mutually
beneficial and often last longer than those built purely on computer-mediated communication.
Still, establishing a relationship solely in a face-to-face setting is not enough, as one of
the expectations nonprofit publics have that fuels ongoing relationship maintenance is a clear,
visible presence on social media. Furthermore, mixing an interpersonal communication and
relationship with computer-mediated communication allows nonprofit publics to create the
strongest bond because the computer-mediated communication acts as a reinforcement of the
positive bond created face-to-face (Burgoon, 1978; Cohen, 2010; Planalp & Rivers, 1996). The
finding that mixing mediated and interpersonal communication makes stronger bonds suggests
that in order to remain relevant in today’s society, NPOs must have a strong social media
presence and a strong interpersonal presence. Traditionally, and as it relates to literature
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complied in the present study’s review of literature, social media and interpersonal
communication have been studied separately. This study suggests that this is impractical. Publics
do not exist in a purely physical or purely digital world, instead they form relationships with
organizations and peers both online and offline. Because of this, NPOs should use social media
to maintain relationships with individuals who have interpersonal relations with the organization
and to advertise physical events that allow individuals a chance to develop an offline, or
interpersonal, relationship with the organization.
Moreover, the relationship created while combining strong interpersonal communication
with computer-mediated communication is the only kind that has the power to overcome the
effects of unmet expectations, thus allowing for a longer lasting relationship. Strong relationships
with nonprofit publics are the foundation of success for NPOs, building and maintaining strong
relationships by implementing successful communication patterns on and off social media
enables an NPO to survive and eventually thrive as a brand (Grunig & Grunig, 199; Sisson,
2017; Waters & Lord, 2009). The strong relationships needed for lasting NPO success are
developed similarly to offline relationships, they are created as both parties in communication
interact in such a way that they meet one another’s expectations for communication (Burgoon,
1978; Cohen, 2010; Dens & De Pelsmacker, 2010; Planalp & Rivers, 1996). In fact, the online
interaction expectations are similar to interpersonal communication expectations as one would
not expect a stranger to pay attention to the details of one’s life or request to become friends with
his or her friends. Instead, this act would seem suspicious as if the stranger with a sudden interest
into the other individual’s life had an ulterior motive. This study reveals that to be true on social
media as well. These findings show that relationships online are created one step at a time as
NPOs like their nonprofit publics’ public posts and draw upon previous interactions the follower
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had with the NPO. Of course, this should be kept within reason as meeting every expectation,
particularly when NPOs have thousands of individual publics, is not feasible.
One interesting expectation that was found to be held by nonprofit publics is that posts
should be positive in tone, highlighting the good being done to combat a social issue instead of
dwelling on the problem itself or any negative aspects surrounding that issue. Likewise, if NPO
posts are overwhelmingly negative, nonprofit publics feel their relationship an NPO is damaged
beyond repair. This offers insight into the modern role of gatekeeping, or the process of
determining what information is allowed into public consumption and what is withheld
(Shoemaker, 1991). More recent research has suggested that the entity holding the role of
gatekeeper has shifted from news media in the theory’s early years to specific individuals, as
social media has allowed individuals to retain much more control over what information they are
exposed to (Barzilai-Nahon, 2009; Coddington & Holton, 2014; Sturges, 2001).
In this case, the EVT reaffirms this notion that the role of gatekeeper has shifted to the
individual because individuals can completely close the gate on information they are exposed to
when their expectations for the information an NPO chooses to share on their social media page
are unmet. Additionally, these nonprofit publics can seek out a new NPO that does meet their
expectations and open a new gate, letting a whole new set of information dominate his or her
social media page. Social media offers an interesting twist on gatekeeping because as individuals
curate the information they would like to see based on whether or not it meets their expectations,
these individuals are also ending relationships with those who they unfollow or block, and they
are even potentially ending long-standing relationships with brands in order to retain the role of
gatekeeper.
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This suggests that individuals are leaning toward creating very controlled informational
environments, or echo-chambers on their personal social media pages (Khosravinik, 2017). This
trend is, in effect, created by the strict adherence to expectations by publics on social media. In
order to break this cycle, NPOs need to introduce new information in a style that could exceed
expectations, or surprise publics in a good way. This could be introducing somewhat unwelcome
information or points of view in a tone or frame that is pleasing to nonprofit publics. Otherwise,
these echo chambers created on every individual’s social media page lead to a very
individualized, minimally informed society.
Social Capital in Nonprofit Publics-NPO Relationships
The implications of the specific expectations individuals have formed—mainly that
NPOs regularly share positive, high quality, transparent, and visible posts while constraining
social media interactions to sharing posts and liking followers’ posts—also offers interesting
insights for nonprofit organizations in the digital age. Initially, the latter part of the second
research question inquired about the specific effects of any expectations nonprofit public might
have for social capital to be gained by following an NPO on social media. The second and third
research questions asked, what the active and aware nonprofit publics’ expectations for how a
nonprofit should interact with them on social media are, and, whether or not those expectations
include obtaining some level of social capital. The results of the present study suggest that social
capital, or the gaining of social resources such as increased contacts or recognition, is not
something nonprofit publics expect to gain by following an NPO. However, individuals who
have established interpersonal connections with a nonprofit view social capital as a benefit,
meaning they want to connect with the NPO and other followers who they consider to be likeminded. Still, it is interesting to note that social capital is not something nonprofit publics expect
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to gain by following an NPO on any social media platform. Perhaps this is echoed in the finding
that suggests individuals expect NPOs to interact with them in exclusively less visible ways,
through likes and posts. The lack of expectation for social interaction on social media between
NPOs and their nonprofit publics suggests a need for individuals to feel in control of what is
made public. This suggests an additional expectation relating to not just relationships, but social
media in general that individuals can control what information of theirs is kept private, that
social media users can be anonymous followers if they wish. In a world where social media
allows images to be cultivated and every event in one’s life to be documented and individuals
can be reached at any time, regardless of location, individuals are increasingly weary of public
perception. The overwhelming culture of sharing and image curating on social media has even
been linked to a dissatisfaction with life, intensifying the need for individuals to filter what they
are exposed to on social media (Hawi & Samaha, 2017; Krasnova, Wenninger, Widjaja, &
Buxmann, 2013). This suggests support to the idea of a privacy paradox on social media, that
SNS users are active on social media to avoid being an anomaly socially. Feelings of security
and privacy on social media are further challenged when SNSs have data breaches, calling for
social media users to withdraw in their social media use further (Choon & Jane, 2018). Many
participants in the present study felt that withdrawing or remaining anonymous often meant
continuing to view and like posts on social media without commenting. Individuals feel that
there are enough social media users that like and view content that they are not making
themselves visible when they follow social norms, but are instead blending even further into the
social background by continuing to use social media.
The study suggests that in addition to not expecting a gain in social capital, the study
suggests that nonprofit publics who have already established strong ties through interpersonal
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communication with nonprofit organizations have positive opinions of connecting with
likeminded individuals, or individuals with similar expectations and behaviors on social media.
The willingness of nonprofit publics to interact with other like-minded social media users with
expectations similar to theirs, despite expressing that they do not expect to connect with others
by building and maintaining social media relationships with NPOs suggests that following an
NPO on social media offers its own relationship. Instead of expecting to connect with other likeminded individuals through their connection with an NPO, the relationship between the
individual and the NPO, an entity the nonprofit public deems to be a like-minded organization,
satisfies the publics’ desire to gain social capital on social media (Ellison, et. al., 2014). Because
most nonprofit publics already have strong ties with the NPOs they follow on social media, the
relationships are a feature that social media users maintain for their own pleasure and knowledge
rather than out of a desire to leverage their NPO relationships to bridge weaker ties. The social
media user is gaining social capital just by maintaining their strong tie with the NPO.
However, relationships that are less personal or that might not meet their expectations are
unwanted, further suggesting that nonprofit publics view their relationships with NPOs as
personal. The idea that NPO-organizations relationships are considered personally beneficial and
negate the expectation for social capital refutes the idea proposed by previous nonprofit
literature, that nonprofit organizations are not capitalizing on the concept of social capital (Dodd,
Brummette, & Hazleton, 2015). Nonprofit publics not expecting to gain social capital by
connecting with strangers who have similar interests and opinions also offers NPOs room to
exceed their nonprofit publics’ expectations by creating an opportunity for their publics to
connect with each other on social media. This could be done on chat rooms, private groups, and
other arenas of social media that allow for a group chat situation. Considering that meeting
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expectations maintains strong relationships while failing to meet those expectations ends
relationships, exceeding expectations would likely lead to an improvement upon the strength of
relationships between NPOs and their nonprofit publics. This could mean an increased
willingness to comment and publicly communicate with the NPO online and an increased loyalty
and desire to donate offline.
Additionally, this study challenges the claims made by Ellison, et. al. (2014), that weak
ties are more easily accessible than ever because this study indicates that while NPOs do try to
reach their followers’ social circles, this action is almost always perceived as superficial and
violates the nonprofit public’s expectation that an organization is authentic and trustworthy.
Instead of allowing access to weak ties that could be potential donors or supporters for the NPO,
social media offers a tempting chance to damage relationships with stronger ties by violating
followers’ expectations. This is interesting because although, technically, NPOs have access to a
plethora of new individuals, the individuals can deny access to these organizations because the
willingness to develop a relationship with a new or strange organization is not present. The
inability to effectively connect with weak ties purely through two-way communication on social
media means that there is potential to gain social capital for both NPOs and nonprofit publics via
social media if the NPO can understand and meet the expectation of its nonprofit publics.
Instead of offering social capital by affording nonprofit publics to connect with weak ties
on social media, it could be argued that these nonprofits act as opinion leaders. NPOs are acting
as opinion leaders, or entities that provide information the public then uses to form opinions,
because instead of interacting and taking in opinions from the nonprofit publics, NPOs are
sharing opinions and thoughts adopted by nonprofit publics. Additionally, the NPO’s active
publics are acting as social media influencers, or “third party endorser[s] who shape audience
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attitudes” (Freberg, Graham, McGaughey, & Freberg, 2011). This study shows that individuals
do not adopt opinions or thoughts by communicating with a nonprofit organization unless they
have experiences interacting with the organization on an interpersonal level. Therefore, the only
way for an NPO to successfully integrate two-way communication on social media is by building
an offline relationship and then encouraging those with whom they have strong ties to act as
social media influencers. Followers can act as social media influencers by recruiting their close
friends and family, enabling the NPO to spread their network of stronger ties and increase their
active following (Ito, Ohtuski, & Sasaki, 2018).
Effect of Expectations on Situational Theory of Publics
This study also calls attention to the fact that aware publics—individuals who choose to
absorb information but never engage with an NPO or develop a relationship with an
organization—are seldom being reached by NPOs on social media. Those who have strong ties
and are more actively engaged with NPOs, or active publics, are following NPOs because they
had previously established an interpersonal relationship with the NPO by volunteering, donating,
or interacting with a member of the NPO’s staff. The expectations of these active publics then, is
that the NPO remains an entity that shows they are fighting the problem, which is manifested in
this study by participants indicating the need for transparency, that they meet their expectations
in terms of quality and positivity, minimizing constraint, and that they offer a simple way to be
involved.
Results of this study also suggest that aware and latent publics—aware publics being
individuals who only absorb information, but never engage and latent publics being publics who
are within an NPO’s reach but do who not absorb information or engage with the NPO—should
not be reached through online messages or comments, but that direct communication alienates
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individuals with whom the NPO does not already have a strong tie. Instead, NPOs can activate
latent and aware publics by meeting the expectations of the already active publics and widening
their interpersonal reach. For aware publics, NPOs can create and advertise situations where
these publics can get involved, meeting nonprofit public expectations and establishing the faceto-face relationships that inspire stronger bonds and can eventually lead to the greatest growth
(Grunig & Hunt, 1984; Kim, She, & Morgan, 2011). Likewise, because of the severe effects of
violating expectations, these publics can move between active and latent quickly, meaning they
can be intensely engaged before an expectation is violated only to become disinterested and
disengaged after an expectation is violated. NPOs can quickly lose the loyalty of active publics
on social media, but NPOs can also quickly gain latent publics by meeting those same
expectations. NPOs’ knowledge of nonprofit publics’ expectations—high quality posts, positive
posts, visible or frequent posts, transparent posts, and limited interaction— may prove valuable
in maintaining and building relationships with publics in all three categories of latent, aware, and
active.
The adverse effects of NPOs attempting to engage in two-way communication with
followers suggests that social media may be redefining the term relationship. As stated
previously in this work, Coombs (2000) defined relationships in the sphere of public relations as
the result of two parties being, “somehow interdependent with one another,” (p. 42). The present
study suggests that publics need nonprofit organizations to supply them with information while
nonprofit organizations need publics to survive monetarily and as a brand. Though this signals
interdependence, it is largely skewed as the publics express a much less severe need for a
relationship to exist with an organization. Without two-way communication, nonprofit publics
simply view and possibly like NPOs’ social media posts. Still, some expressed a willingness to
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connect with the NPO through two-way communication after establishing a connection through
personal connections. The idea that social media relationships exist on varying levels dependent
on the variables of the level of interaction and possible offline connections to supplement the
social media relationships suggests the need for a theoretical framework detailing social media
relationships similar to the situational theory of publics. The situational theory of social media
relationships dictates that circumstances determine to which degree publics are engaged in a
social media relationship with an organization. Latent relationships are individuals who do not
engage with an organization on social media, aware relationships consist of what this study
shows is the majority of relationships in that these relationships exist as publics view and
interpret posts made by organizations, but decline to engage in communication with
organizations. Active relationships exist as publics view, interpret, and interact with
organizations on social media. Publics can be moved to act as expectations are met or exceeded,
but can also be motivated to become latent when expectations are violated. This theory can
develop in relation to nonprofit organizations and nonprofit publics on social media in future
research.
Implications for NPO Public Relations Practices
This study presents a number of noteworthy findings that offer suggestions for
improvements in certain practices used by of nonprofit organizations in conducting public
relations as well as an understanding of why certain other NPO public relations practices are
effective. Research on organization-public relationships, two-way communication, expectancy
violation, the situational theory of publics, and nonprofit literature has yet to fully examine the
effects of social media on relationships between nonprofit organizations and nonprofit publics
(Auger, 2013; Fife, Nelson, & Zhang, 2012; Hallahan, 2008; Sweetser & Kelleher, 2016;
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Yaxley, 2012). The present study offers insights that begin to fill this gap in research as it
suggests that two-way communication on social media is most effective with already active
publics, or followers who feel they have a longstanding, strong relationship with nonprofit
organizations. Furthermore, this study reveals that interacting with these active nonprofit publics
causes those followers to recommend the NPO they follow to their peers, enabling the NPO
brand to grow in popularity and success.
The study also gives NPOs the information needed to develop and maintain successful,
mutually beneficial relationships with nonprofit publics. It outlines the methods of
communication publics feel are best in establishing and maintaining relationships. The methods
for building relationships preferred by the public are through interpersonal connections. This can
occur as a friend or peer who has experience with the NPO establishes a relationship with the
individual and then recommends the NPO’s social media page or through direct interpersonal
contact with the NPO. Publics then expect the NPO to have a strong online presence, specifically
on social media. This means that nonprofit publics are expecting to be able to maintain
relationships by viewing and liking regular posts on their social media feed. After becoming
familiar with the NPO, nonprofit publics become more likely to react positively to social media
messages, comments on their own posts, or the NPO’s social media page liking or following the
nonprofit publics’ personal social media page.
Nonprofit publics also have specific expectations for what NPO posts should offer them
as a follower. Meeting these expectations is paramount for the continued success of a
relationship between an NPO and its followers. These expectations consist of five main
categories. The first expectation is that an NPO crafts high quality posts that are up to date,
informational, professional in appearance, and meet personal interests of followers. The second
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is that the posts are transparent or show what is really being done with supporters’ donations. To
establish this, the posts must also feel authentic and trustworthy to the follower. The third
expectation held by nonprofit publics is that the NPO is highly visible on social media, meaning
that the nonprofit organization’s posts show up regularly in nonprofit publics’ social media
feeds. This means that followers are expecting regular or even daily posts from NPOs. The
fourth expectation is that an NPO should be posting positive content. Nonprofit publics
suggested that they want to see what good is being done and posting negative information,
images, or allowing negative comments to be affiliated with a post or page on social media
detracts from the trustworthiness and strength of an NPO’s brand. This means that in order for
strong relationships to be maintained between NPOs and their nonprofit publics, the NPO must
post honest, but positive posts. The final expectation held by nonprofit publics is that interaction
between the NPO and the individual comes primarily in the form of regular posts that the
follower can choose to like or view and may also include instances where the NPO likes a social
media post made by the follower. Most nonprofit publics felt that when NPOs directly message
or publicly comment on a follower’s post, they were invading the privacy of the follower. The
only exception was when the nonprofit public was interacting with a peer with whom they had a
pre-established interpersonal relationship.
Meeting these expectations—quality of posts, high visibility, positive posts, transparent
posts, and a moderate level of interaction— allows NPOs to build and maintain stronger
relationships with their nonprofit publics and can allow the organization to better adapt to social
media and experience an increase in brand strength and online popularity. Furthermore,
implementing a stronger focus on encouraging active publics, or individuals with whom NPOs
have established, strong relationships, is a more efficient way to garner support and build lasting
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relationships on social media. These nonprofits can implement a combination of effective social
media posts and interpersonal communication to build and strong, maintain mutually beneficial
relationships with nonprofit publics.
Limitations and Future Research
This study offers important insights into nonprofit publics’ expectations and how social
media is affecting nonprofit publics’ relationships with NPOs; however, the work is exploratory
in nature and contains a few limitations. Although the snowball method of sampling yielded an
ample number of participants with varied backgrounds and age groups within the time
constraints of the present study, only five males were interviewed; they made up only 36% of the
sample. Interviewing more males could add insights into how the genders are affected by social
media and expectations in their relationships with nonprofit organizations. Another possible
limitation within the sample is the variety of ages. Those who were older in age were less in
touch with social media, relying heavily on interpersonal communication. While this may add
certain interesting insights and offers a well-rounded data set, the tendency of older individuals
in this sample to avoiding social media offered an outlying perspective. Perhaps narrowing the
sample to one generation would provide a more focused set of responses or conducting a
comparative study on attitudes and behaviors surrounding social media expectations with NPOs
would offer more clarity on the effect of avoiding or embracing social media. Still, this sample
provided insightful, in-depth responses that allowed the topic to be explored in depth and
important information to be revealed.
Additionally, because the study was exploratory, a great deal of information related to
this topic is yet to be examined in depth. The role of gatekeeping in modern communication
could offer great insights into why expectations are set for nonprofit publics. Furthermore, as
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technology advances and various social media platforms develop, each platform could be
examined in an isolated study to determine how the specific aspects of each platform affect
nonprofit publics’ expectations and the subsequent relationships formed around those
expectations on social media. The various types of publics (i.e. latent, aware, and active) could
also be studied in isolation to shed further light on how NPOs can adhere to specific
expectations. The expectations of positivity and levels of interaction could also be studied further
in terms of what forms these expectations and why their effect on nonprofit publics’ relationships
with NPOs is so severe. Furthermore, the question of whether or not individuals ever rekindle
social media relationships over time despite violated expectations remains unanswered.
Likewise, a study that examines the results of exceeding nonprofit public expectations in terms
of relationship building and maintenance behavior on social media would offer great insights
into this area of study. Finally, a comparative study could offer great insights into how
expectations on social media vary between NPOs and for-profit organizations.
Conclusion
This study is important because it explores the relationships between NPOs and their
publics on social media. Although scholarly research on expectancy violations on social media is
scarce, social media has been altering public expectations and the relationships between
organizations and publics for years. This study suggests that nonprofit organizations are greatly
affected by the expectations nonprofit publics have formed. Therefore, continuing research in the
area of expectations and social media is significant.
Furthermore, the study shows that despite spending years becoming familiar with social
media and integrating SNSs into daily routines, the public is still evolving in the intermix of
interpersonal and computer-mediated communication. This suggests the overarching and long-
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lasting importance of interpersonal communication in developing and maintaining relationships
and in integrating interpersonal and computer-mediated communications when seeking to form
mutually beneficial relationships. The findings in this study that suggest it is vital for NPOs to
establish a face-to-face relationship before attempting to engage in two-way communication for
the purpose of building a relationship on social media raises the question of whether or not
interpersonal communication will always exceed computer-mediated communication in its
ability to build and maintain relationships.
Another finding of this study is that regardless of the nonprofit publics’ tendency to
demand an initial interpersonal connection with an NPO before engaging in relationship building
on social media supersedes the nonprofits publics’ demand that all NPOs have an online
presence and that an NPO’s social media presence maintains relationships; however, a lack of
social media presence would instantly throw relationships between NPOs and their nonprofit
publics into turmoil, causing nonprofit publics to question the nonprofit organizations’
authenticity and trustworthiness. This suggests that the both interpersonal and computermediated communication are equally important for NPOs attempting to build and maintain
relationships with their nonprofit publics.
The value that nonprofit publics of all ages give to NPOs’ social media presences
indicates that the importance of computer-mediated communication is increasing. In general,
mediated communication is becoming more commonly expected and integrated. Video chatting
technology allows individuals to see and hear each other, simulating interpersonal
communication on a level previously unattainable. Furthermore, a conversation through video
chatting has the potential to provoke emotion and instill ideas for both parties in communication,
yielding effects similar to those that can be achieved through interpersonal communication.
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Therefore, scholars must question if or when mediated communication will become equally as
effective and powerful as interpersonal communication.

68

Nonprofit-Public Relationships on Social Media: The Public’s Perspective

69

References
Agozzino, A. (2012). Building a personal relationship through social media: A study of
millennial students’ brand engagement. Ohio Communications Journal, 50, 181-204.
Retrieved from: https://ohiocomm.org/ohio-communication-journal/
Aldoory, L., Kim, J.-N., & Tindall, N. (2010). The influence of perceived shared risk in crisis
communication: Elaborating the situational theory of publics. Public Relations Review,
36(2), 134-140. doi: 10.1016/j.pubrev.2009.12.002
Auger, G. A. (2013). Fostering democracy through social media: Evaluating diametrically
opposed nonprofit advocacy organizations’ use of Facebook, Twitter, and YouTube.
Public Relations Review, 39, 369-376. doi: 10.1016/j.pubrev.2013.07.013
Barzilai-Nahon, K. (2009). Gatekeeping: A critical review. Annual Review of Information
Science and Technology, 43, 1–79. Retrieved from:
https://onlinelibrary.wiley.com/journal/15508382
Bourdieu, P. (1986). The forms of capital. In J. G. Richardson (Ed.), Handbook of theory and
research for the sociology of education (pp. 241–258). New York: Greenwood Press.
boyd, d.m., & Ellison, N. B. (2008). Social network sites: Definition, history and scholarship.
Journal of Computer-Mediated Communication, 13, 210-230. doi: 10.1111/j.10836101.2007.00393.x
Briones, R. L., Kuch, B., Liu, B. F., & Jin, Y. (2011). Keeping up with the digital age: How the
American Red Cross uses social media to build relationships. Public Relations Review,
37(1), 37-43. doi: 10.1016/j.pubrev.2010.12.006
Burgoon, J. K. (1978). A communication model of personal space violations: Explication and an
initial test. Human Communication Research, 4, 129-142.

Nonprofit-Public Relationships on Social Media: The Public’s Perspective

70

Burgoon, J. K., & Jones, S. B. (1976). Toward a theory of personal space expectations and their
violations. Human Communication Research, 2(2), 131-146. doi: 10.1111/j.14682958/1976.tb00706.x
Choon, K. & Jane, M. (2018). Revisiting the privacy paradox on social media: An analysis of
privacy practices associated with Facebook and Twitter. Canadian Journal of
Communication, 43(2), 339-358. Retrieved from: https://www.cjconline.ca/index.php/journal
Coddington, M. & Holton, A., E. (2014). When the gates swing open: Examining network
gatekeeping in a social media setting. Mass Communication and Society, 17, 236-257.
doi: 10.1080/15205436.2013.779717
Cohen, E. L. (2010). Expectancy violations in relationships with friends and media figures.
Communication Research Reports, 27(2), 97-111. doi: 10.1080/08824091003737836
Coleman, J. S. (1980). Authority systems. Public Opinion Quarterly, 44(2), 143-163. Retrieved
from: http://www.jstor.org/
Coombs, T. W. (2000). Crisis management: Advantages of a relational perspective. In J. A.
Ledingham, & S. D. Bruning (Eds.). Public relations as relationship management: A
relational approach to the study and practice of public relations (pp. 42-50). Mahwah,
NJ: Lawrence Erlbaum Associates, Inc.
Cridland, E. K., Jones, S. C., Caputi, P., & Magee, C. A. (2015). Qualitative research with
families living with autism spectrum disorder: Recommendations for conducting
semistructured interviews. Journal of Intellectual & Developmental Disability, 40(1), 7891, doi: 10.3109/13668250.2014.964191

Nonprofit-Public Relationships on Social Media: The Public’s Perspective

71

Dens, N. & De Pelsmacker, P. (2010). Consumer response to different advertising appeals for
new products: The moderating influence of branding strategy and product category
involvement. Brand Management, 18(1), 50-65.
Dodd, M. D. Brummette, J. & Hazleton, V. (2015). A social capital approach: An examination of
Putnam’s civic engagement and public relations roles. Public Relations Review, 41, 472479. doi: 10.1016/j.pubrev.2015.05.001
Doyle, E., & Lee, Y. A. (2016). Context, context, context: Priming theory and attitudes towards
corporations in social media. Public Relations Review, 42(5), 913-919. doi:
10.1016/j.pubrev.2016.09.005
Dozier, D. M., Grunig, L. A., & Grunig, J. E. (1995). Manager's Guide to Excellence in Public
Relations and Communication Management. Mahwah, NJ: Lawrence Erlbaum
Associates.
Ellison, N. B., Vitak, J. Gray, R., & Lampe, C. (2014). Cultivating social resources on social
network sites: Facebook relationship maintenance behaviors and their role in social
capital processes. Journal of Computer-Mediated Communication, 19(4), 855-870. doi:
10.1111/jcc4.12078
Ferguson, M. A. (1984). Building theory in public relations: Interorganizational relationships.
Paper presented at the convention of the association for education in journalism and mass
communication (August).
Fife, E., Nelson, C. L., & Zhang, K. (2012). A new horizon for a classic perspective: Facebook
and expectancy violation theory. Journal of the Communication, Speech & Theatre
Association of North Dakota, 25, 13-23. Retrieved from:
https://sites.google.com/site/cstandv2/publications/journal

Nonprofit-Public Relationships on Social Media: The Public’s Perspective

72

Freberg, K. Graham, K. McGaughey, K., & Freberg, L. A. (2011). Who are the social media
influencers? A study of public perceptions of personality. Public Relations Review, 37,
90-92. doi: 10.1016/j.pubrev.2010.11.001
Gerson, K., & Horowitz, R. (2002). Observation and interviewing: Options and choices in
qualitative research. In T. May (Ed.), Qualitative Research in Action (pp. 178-199).
Trowbridge, Wiltshire: Sage Publications.
Glaser, B. (1978). Theoretical sensitivity. Mill Valley, CA: Sociology Press.
Glaser, B., & Strauss, A. (1967). The discovery of grounded theory: Strategies for qualitative
research. Chicago, IL: Aldine.
Grunig, J. E., & Grunig, L. A. (1991). Conceptual differences in public relations and marketing:
The case of health-care organizations. Public Relations Review 17(3): 257-278. doi:
10.1016/0363- 8111(91)90022-D
Grunig, J. E., & Grunig, L. A. (2000). Public relations in strategic management and strategic
management of public relations: Theory and evidence from the IABC excellence project.
Journalism Studies, 1(2), 303-321. Retrieved from:
https://www.tandfonline.com/loi/rjos20
Grunig, J. E., & Huang, Y. H. (2000). From organizational effectiveness to relationship
indicators: Antecedents of relationships, public relations strategies, and relationship
outcomes. In J. A. Ledingham, & S. D. Bruning (Eds.). Public relations as relationship
management: A relational approach to the study and practice of public relations (pp. 22–
33). Mahwah, NJ: Lawrence Erlbaum Associates, Inc.
Grunig, J. E., & Hunt, T. (1984). Managing Public Relations. New York, N.Y.: CBS College
Publishing.

Nonprofit-Public Relationships on Social Media: The Public’s Perspective

73

GuideStar. (2018). Directory of Charities and Nonprofit Organizations. Retrieved from:
https://www.guidestar.org/nonprofit-directory/human-services/general-humanservices/873.aspx
Hallahan, K. (2008). Organizational-public relationships in cyberspace In T. L. Hansen-Horn and
B. D. Neff (Ed.), Public Relations: From theory to practice (pp. 46-73) Boston, MA:
Pearson
Halling, S., & Goldfarb, M. (1991). Grounding truth in the body: Therapy and research renewed.
The Humanistic Psychologist, 19(3), 313-330. doi: 10.1080/08873267.1991.9986771
Hawi, N. S., & Samaha, M. (2017). The relations among social media addiction, self-esteem, and
life satisfaction in university students. Social Science Computer Review, 35(5), 576-586.
doi: 10.1177/0894439316660340
Hennink, M. M., Kaiser, B. N., & Marconi, V. C. (2017). Code saturation versus meaning
saturation: How many interviews are enough? Qualitative Health Research, 27(4), 591608. doi: 10.1177/1049732316665344
Horton, D., & Wohl, R. R. (1956). Mass communication and para-social interaction. Psychiatry,
19, 215-229.
Ito, M. I., Ohtsuki, H. & Sasaki, A. (2018). Emergence of opinion leaders in reference networks.
Plos One, 13(3), 1-21. doi: 10.1371/journal.pone.0193983
Katz, E., Blumler, J. G., & Gurevitch, M. (1973). Uses and gratifications research. The Public
Opinion Quarterly, 37(4), 509-523. doi: 10.1086/268109
Kendall, J. (1999). Axial coding and grounded theory controversy. Western Journal of Nursing
Research, 21(6), 743-757. doi: 10.1177/019394599902100603

Nonprofit-Public Relationships on Social Media: The Public’s Perspective

74

Khosravinik, M. (2017). Right wing populism in the west: Social media discourse and echo
chambers. Insight Turkey, 19(3), 53-68. doi: 10.25253/99.2017193.04
Ki, E. J., Kim, J., & Ledingham, J. (Vol. Eds.), (2014). Public relations as relationship
management: Relational approach to the study and practice of public relations: Vol. II.
New York, NY: Routledge.
Kim, J.-N., & Grunig, J. (2007, May). Explicating and validating communicant activeness in
problem solving (CAPS). In Paper presented to international communication
association. San Francisco, CA.
Krasnova, H., Wenninger, H., Widjaja, T., & Buxmann, P. (2013). Envy on Facebook: A hidden
threat to users’ life satisfaction? In R. Alt & B. Franczyk (Eds.), 11th International
Conference on Wirtschaftsinformatik (Vol. 92, pp. 1–16). Leipzig, Germany. Kraut, R.,
Kiesler, S., Boneva, B., Cumming
Ledingham, J. A. (2003). Explicating relationship management as a general theory of public
relations. Journal of Public Relations Research, 15(2), 181–198. Retrieved from:
https://www.tandfonline.com/loi/hprr20
Ledingham, J. A., & Bruning, S. D. (1998). Relationship management in public relations:
Dimensions of an organization-public relationship. Public Relations Review, 24(1), 55–
65. doi: 10.1016/S0363-8111(98)80020-9
Leech, B. L. (2002). Asking questions: Techniques for semi-structured interviews. Political
Science and Politics, 35(4), 665-668. doi: 10.1017/S1049096502001129
Lincoln, YS. & Guba, EG. (1985). Naturalistic Inquiry. Newbury Park, CA: Sage Publications.
Lindlof, T. R., & Taylor, B. C. (2011). Qualitative communication research methods (3rd Ed.).
Los Angeles: Sage.

Nonprofit-Public Relationships on Social Media: The Public’s Perspective

75

Lovari, A., & Parisi, L. (2015). Listening to digital publics. Investigating citizens’ voices and
engagement within Italian municipalities’ Facebook pages. Public Relations Review,
41(2), 205-213. doi: 10.1016/j.pubrev.2014.11.03
Mann, S. (2016). The Research Interview. London: Palgrave Macmillan Ltd.
Mason, J. (2002). Qualitative interviewing: Asking, listening, and interpreting. In T. May (Ed.),
Qualitative Research in Action (pp.200-213). Trowbridge, Wiltshire: Sage Publications.
National Organization for Human Services. (n.d.). What is Human Services. Retrieved from:
http://www.nationalhumanservices.org/what-is-human-services
Nielsen. (2012). “State of the Media: The Social Media Report.”
http://www.nielsen.com/content/ dam/corporate/us/en/reports-downloads/2012Reports/The-Social-Media-Report-2012.pdf
Pew Research Center. (2017). “Social Media Fact Sheet.” http://www.pewinternet.org/factsheet/social-media/
Phua, J. Jin, S. V., & Kim, J. (2017). Gratifications of using Facebook, Twitter, Instagram, or
Snapchat to follow brands: The moderating effect of social comparison, trust, tie strength,
and network homophily on brand identification, brand engagement, brand commitment,
and membership intention. Telematics & Informatics, 34(1), 412-424. doi:
10.1016/j.tele.2016.06.004
Planalp, S., & Rivers, M. (1996). Changes in knowledge of personal relationships. In G. J. O.
Fletcher & J. Fitness (Eds.), Knowledge structures in close relationships: A social
psychological approach (pp. 299-324). Mahwah, NJ: Lawrence Erlbaum Associates, Inc.

Nonprofit-Public Relationships on Social Media: The Public’s Perspective

76

Plowman, K. D. (2007). Public relations, conflict resolution, and mediation. In E. L. Toth (Ed.),
The Future of Excellence in Public Relations and Communications Management (pp. 85102). Mahwah, New Jersey: Lawrence Erlbaum Associates.
Pope, L. (2016). Social networking: Redefining communication in the digital age.
Communication Research Trends, 35(4), 34-36. Retrieved from:
http://cscc.scu.edu/trends/
Punch, K. (1998). Introduction to social research: Quantitative and qualitative approaches.
London, UK: Sage.
Quan-Haase, A., & Young, A. L. (2010). Uses and gratifications of social media: A comparison
of Facebook and instant messaging. Bulletin of Science, Technology & Society, 30(5),
350-361, doi: 10.1177/0270467610380009
Richards, L. (1999). Using Nvivo in Qualitative Research. London; Thousand Oaks, CA; New
Delhi: Sage Publications.
Saxton, G. D., & Waters, R. D. (2014). What do stakeholders like on Facebook? Examining
public reactions to nonprofit organizations’ informational, promotional, and communitybuilding messages. Journal of Public Relations Research, 26, 280-299. doi:
10.1080/1062726x.2014.908721
Schlagwein, D., & Hu, M. (2017). How and why organisations use social media: five use types
and their relation to absorptive capacity. Journal of Information Technology, 32(2), 194209. doi: 10.1057/jit.2016.7
Sconyers, A. (2017). Corporations, social media, & advertising: Deceptive, profitable, or just
smart marketing. Journal of Corporation Law, 43(2), 417-436. Retrieved from:
https://jcl.law.uiowa.edu

Nonprofit-Public Relationships on Social Media: The Public’s Perspective

77

Shoemaker, P. J. (1991). Gatekeeping. Newbury Park, CA: Sage.
Sievert, H., & Scholz, C. (2017). Engaging employees in (at least partly) disengaged companies.
Results of an interview survey within about 500 German corporations on the growing
importance of digital engagement via internal social media. Public Relations Review,
43(5), 894-903. doi: 10.1016/j.pubrev.2017.06.001
Sisson, D. C. (2017). Control mutuality, social media, and organization-public relationships: A
study of local animal welfare organizations’ donors. Public Relations Review, 43, 179189. doi: 10.1016/j.pubrev.2016.10.007
Smart Insights. “Global social media research summary 2017.”
http://www.smartinsights.com/social-media-marketing/social-media-strategy/new-globalsocial-media-research/
Strauss, A., & Corbin, J. (1990). Basics of qualitative research. Newbury Park, CA: Sage.
Sturges, P. (2001). Gatekeepers and other intermediaries. Aslib Proceedings, 53, 62–67.
Retrieved from: https://www.emeraldinsight.com/loi/ap
Sung, K-H., & Kim, S. (2014). I want to be your friend: The effects of organizations’
interpersonal approaches on social networking sites. Journal of Public Relations
Research, 26, 235-255. doi: 10.1080/1062726X.2014.908718
Svensson, P. G., Mahoney, T. Q., & Hambrick, M. E. (2015). Twitter as a communication tool
for nonprofits: A study of sport-for-development organizations. Nonprofit and Voluntary
Sector Quarterly, 44(6), 1086-1106. doi: 10.1177/0899764014553639
Sweetser, K. D. & Kelleher, T. (2016). Communicated commitment and conversational voice:
Abbreviated measures of communicative strategies for maintaining organization-public

Nonprofit-Public Relationships on Social Media: The Public’s Perspective

78

relationships. Journal of Public Relations Research, 28(5), 217-231. doi:
10.1080/10627226X.2016.1237359
Thomas, K. (1976). Conflict and conflict management. In M. Dunnette (Ed.), Handbook of
industrial and organizational psychology (pp. 889-935). Chicago: Rand-McNally.
Tseng, M. (2017). Using social media and qualitative and quantitative information scales to
benchmark corporate sustainability. Journal of Cleaner Production, 142, 727-738. doi:
10.1016/j.jclepro.2016.05.062
Verčič, D., & Grunig, J. E. (2002). The origins of public relations theory in economics and
strategic management. In D. Moss, D. Verčič, G. Warnaby, ProQuest (Firm) & edited by
Danny Moss, Dejan Verčič, and Gery Warnaby. (Eds.), Perspectives on Public Relations
Research (pp. 9-58) Routledge, London; New York.
Vishwanath, A. (2015). Habitual Facebook use and its impact on getting deceived on social
media. Journal of Computer-Mediated Communication, 20(1), 83-98. doi:
10.1111/jcc4.12100
Walther-Martin, W. (2015). Media-generated expectancy violations: A study of political humor,
race, and source perceptions. Western Journal of Communication, 79(4), 492-507. doi:
10.1080/10570314.2015.1072233
Waters, R. D. (2009). Measuring stewardship in public relations: A test exploring impact on the
fundraising relationship. Public Relations Review, 35, 113-119. doi:
10.1016/j.pubrev.2009.01.012
Waters, R. D., Burnett, E., Lamm, A., & Lucas, J. (2009). Engaging stakeholders through social
networking: How nonprofit organizations are using Facebook. Public Relations Review,
35, 102-106. doi: 10.1016/pubrev.2009.01.006

Nonprofit-Public Relationships on Social Media: The Public’s Perspective

79

Waters, R. D., & Lord, M. (2009). Examining how advocacy groups build relationships on the
Internet. International Journal of Nonprofit and Voluntary Sector Marketing, 14(3), 231241. doi: 10.1002/nvsm.354
Wimmer, R. D., & Dominick, J. R. (2014). Mass Media Research. Boston, MA: Wadsworth
Cengage Learning.
Yaxley, H. M. L. (2012). Digital public relations – revolution or evolution? In A. Theaker (Ed.),
The Public relations handbook (pp. 411–432). Abingdon: Routledge.
Yin, R. K. (2014). Case Study Research. United States of America: Sage Publications Ltd.

Nonprofit-Public Relationships on Social Media: The Public’s Perspective

80

Appendix
Question Guide
Walk me through your typical interaction with the nonprofit you follow on social media.
Which of those interactions do you feel helps you build a relationship with this nonprofit? Why?
How would you describe your relationship with this nonprofit?
Would you say that social media affects the way you interact with the nonprofit? How?
How do you think this nonprofit should communicate with you?
Describe what kinds of interactions on social media are normal. Why are they normal?
What is the worst thing an organization can do when trying to build a relationship with you?
Describe one way this nonprofit has met your expectations when communicating.
How do nonprofit organizations typically interact with their followers on social media?
How should NPOs interact with their followers on social media?
When this nonprofit sends you the type of messaging you are used to (describe from what
participant said earlier) how do you react?
When this nonprofit communicates with you in a way you did not expect, how do you react?
Why?
When this nonprofit does not follow the social norms for social media, how does that affect the
way you see them?
How does that affect the way you interact with them moving forward?
How did you develop a relationship with the nonprofit?
Have you expanded your social circle since following the nonprofit on social media?
Have you seen any social benefits from interacting with the nonprofit? If so, what social benefits
have you seen? If not, then why?
Has your following or the number of friends on social media increased because of your
relationship with this nonprofit?
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If you could not gain any friends or contacts by associating with this nonprofit, how would that
affect your relationship with them?

